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Promotion copy is going in heav- 
jjy at present for boxers with the 
knockout punch, just at a time 
when Champion Joe Louis isn’t 
around to demonstrate. 
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Fortune talks about “the terrific 
momentum of the economic revo- 
lution on the Pacific Coast.” 

It must be just like one of those 
old-fashioned Southern California 
halfbacks. 
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The American Business Men’s 
Research Foundation thinks the 
amount spent by liquor advertis- 
ers is “scandalous,” 

Even more scandalous than the 
amount spent for liquor? 
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The Boston & Maine has pro- 
vided top-notch baby facilities in 
Boston, with bottle warmers, elec- 
tric stove and nursery table. 

How about the supply of Chux? 
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ADVERTISING AGE says in the war 
effort agency men are necessary 
but not essential, a statement 
which might be called comforting 
but not helpful. 
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Coca-Cola stands highest among 
American advertisers in Mexico, a 
survey shows. No doubt the 
“pause that refreshes” has become 
an important part of the siesta 
hour. 
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“Fresh horse meat makes bid in 
Los Angeles market,” a news item 
says, and of course Bob Hope will 
try to suggest that Bing Crosby 
is getting out of the racing game. 
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From now on night clubs, sa- 
loons and other places of public 
entertainment will have to observe 
the 12 o’clock curfew. Even the 
hottest spots will be obliged to 
cover their fires. 
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Closing the night clubs at the 
unheard-of hour of 12 midnight 
will do much to revive the waning 
hopes of that gallant little band 
of business men who used to oper- 
ate speakeasies. 
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Bob Ripley is chairman of Na- 
tonal Dog Week for 1945, to be 
observed with due formality next 
Sepiember, and believe it or not 
the isn’t a single dog on his 
Con \ittee, 
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P&G is usually called the coun- 
Wyss biggest advertiser, but Sears, 
Roc ouck, just advanced to the bil- 
a Ollar retail class, noncha- 
ial admits spending $19,000,000 
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Spitable old Gimbels” will 
igarets to anyone without 
cards, and if you can’t get 
ts there you can at 


least | 


the fun of standing in line. | 
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h lines forming at counters 

where these days, the in- 

‘ali Sle and determined shopper 

er quite sure just what she 
ome out of the store with. 
Copy Cus. 


USES EXPLAINED—These three single- 
column ads, scheduled by Nicholson 
File Co., Providence, for spring issues 
of The Saturday Evening Post, use car- 
toon illustrations as attention-getters. 


Big Enameledware 
Promotion to Run 
Despite Shortages 


13 Manufacturers 
Join in $1,000,000, 
Three-Year Campaign 


(Picture on Page 55) 

Chicago, Feb. 22.—If you don’t 
believe that setting up a merchan- 
dising campaign presents more 
than the usual number of difficul- 
ties these days, you are invited to 
discuss the matter with D. S. 
Hunter of Cleveland, executive 
secretary of the Enameled Utensil 
Manufacturers Council, or with 
Ruthrauff & Ryan, which is han- 
dling a special campaign for 13 of 
the council’s manufacturer-mem- 
bers, who have banded together as 
the Enameled Utensil Manufactur- 
ers Advertising Group. 

In. this case, getting 13 inde- 
pendent manufacturers of enam- 
eledware utensils to agree on and 
pay for a $1,000,000, 3-year coop- 
erative campaign proved only the 
beginning of the problems taced 


by the group and its agency. Ex- 
pected difficulties in securing 
magazine space and radio time 
were encountered and met, and 


the manufacturers’ advertising and 
promotion plans were laid before 
the retail trade in considerable de- 
tail at the home furnishings mar- 
ket in Chicago in January. 
Then a totally unforeseen diffi- 
(Continued on Page 53) 
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Voice of the Advertiser 30 


Great Emphasis 
fo Be Given New 
Harvester Symbol 


Chicago, Feb. 21.—As part of In- 
ternational Harvester Company’s 
plan for enlarging the scope of its 
activities after the war, current 
Harvester advertising features a 
giant-size emblem of the letters 
I and H in a striking modern de- 
sign by Raymond Loewy & Associ- 
ates (AA, Feb. 5). The red and 
black symbol is a new institutional 
mark for the company, whose his- 
tory goes back to Cyrus McCor- 
mick’s invention of the reaper in 
1831. 

According to A. C. Seyfarth, 
manager of Harvester’s consumer 
relations department, the adop- 
tion of the new symbol is in line 
with “a marked revival of general 
interest in the brand name and 
the trademark.” He points out 
that many organizations, spon- 
sored by advertising and business 
groups, have initiated activity that 
seeks to arouse public conscious- 
ness to the need for preserving 
private business identity ‘fon the 
assumption that such action is es- 
sential if free enterprise is to 
survive.” The Brand Names Re- 
search Foundation, to name one, 
is carrying on a campaign in this 
direction and is receiving liberal 
support from publication groups, 
the radio, advertising.interests and 
the public school systems. 


Company Sets Up Units 


Harvester recently divisional- 
ized its activities, setting up au- 
tonomous and semi-autonomous 
operation for its various manufac- 
turing groups, which include trucks, 
industrial power, farm tractors, 
farm implements, fiber and twine, 
steel and refrigeration. The new 
IH symbol will be used in adver- 
tising for all divisions and will 
serve as a unifying force for all. 

In addition to display in national 
magazine and farm paper adver- 
tising, the new design will be 

(Continued on Page 52) 
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UNIFIER—This symbol will act as a 
common denominator for all Interna- 
tional Harvester divisions. 


Manpower Ruling 
Misses Magazines, 
Hits Printers 


Chicago, Feb. 22.—Apparently 
|very few Chicago publications so 
|far have been affected by the War 
| Manpower Commission’s local di- 
rective that non-essential com- 
|panies reduce their staffs 10% by 
|March 1 (AA, Feb. 19). 

On the other hand, all but a 
very few printing, engraving and 
similar companies in this area 
have been ordered to comply with 
the directive and are doing so. 
Among those hit are R. R. Don- 
nelley & Son, Cuneo Press, and W. 
H. Hall Printing Company, the 
largest printing companies here, 
all with heavy magazine contracts. 

Although WMC differs some- 
what with WPB and Selective 
Service on what constitutes es- 
sential and critical war work, it 
agrees with the other agencies in 
continuing to exempt ngt only 
newspapers, radio, and motion pic- 
ture production but also “mag- 
azines of general circulation which 
are devoted primarily to dissem- 
ination of public information” and 
“technical, scientific and manage- 
ment services” that include “pub- 

(Continued on Page 52) 


been awarded $15,000 for services 


Grove advertising campaign, 


Last Minute News Flashes 


Squibb Starts Brush Series; Names Radio Agency 

New York, Feb. 23.—E. R. Squibb & Sons will start a campaign for 
angle tooth brushes in March through Batten, Barton, Durstine & 
Osborn in American Magazine, The American Weekly, Cosmopolitan, 
Parade, Parents’ Magazine, Redbook, This Week Magazine, and 20 
newspapers, spending $150,000 over four months. Squibb has appointed 
Geyer, Cornell & Newell for its three-a-week radio show on CBS, new 
format of which will eliminate guest stars. 


Kastor Wins $15,000 in Suit Against Grove Labs 


St. Louis, Feb. 23H. W. Kastor & Sons Advertising Company has 


rendered in 1943 to Grove Labora- 


tories by the U. S. district court here, in a suit which sought $75,000 
damages. Kastor charged that on April 2, 1943, it solicited a $500,000 
was authorized to proceed, but that 
Grove terminated the agreement on July 20, after 95% 
on the campaign had been completed. 


BBDO Reelects Barton; Names Duffy 


of its work 


| New York, Feb. 23.—Bruce Barton was reelected president and Ber- 
nard C. Duffy was elected vice-president and general manager at a 


| meeting yesterday of the new board of directors of Batten, 


3arton, 


|Durstine & Osborn, Inc. Mr. Duffy succeeds Alex F. Osborn, who has 
Getting Personal, Page become chairman of the board, filling the place made vacant by the 
death of William H. Jones last April. 


San Francisco, Feb. 23.- 


12; New Del Monte Promotion Started 

California Packing Corporation is testing a 
new copy theme for Del Monte coffee in Baltimore ana Syracuse news- 
papers, through McCann-Erickson. 
shown trying to find a “coffee that satisfied the whole family.” 


Beverwyck Marks 100th Year 

Albany, N. Y., Feb. 23.—Beverwyck Breweries is starting a 100th | 
anniversary campaign with full-page insertions in New York and New |lower than those of the London 
England newspapers, through Peck Advertising Agency, New York. | area, it is believed here. 


Characters from the Orient are 


Taber Blasts at, 


Treasury Defends, 
War Ad Deductions 


Internal Revenue 
Commissioner Says 


System Works Well 


Washington, Feb. 22.—A blist- 
ering attack by Rep. John Taber 
(R., N. Y.) on the government 
policy of permitting companies to 
deduct war effort advertising from 
their income tax, this week 
brought a staunch defense, and 
new details of the Treasury’s po- 
sition from Commissioner of In- 
ternal Revenue Joseph D. Nu- 
nan Jr. . 

After Rep. Taber had charged 
that the tax deduction was “a 
subsidy” for newspapers, Mr. Nu- 
nan submitted a detailed explana- 
| tion of the bureau’s position, which 
pointed out that “while the cor- 
poration by deducting the cost of 
such advertisement reduces the 
amount of tax which would other- 
wise be payable, the newspaper or 
other publisher receiving and re- 
porting such amount as income 
pays a federal tax at prevailing 
rates.” 

In order properly to advertise 
war information objectives and 
obtain the support of the general 
public, Mr. Nunan pointed out, 
it was deemed essential to get 
the support of newspapers through- 
out the country. This cooperation 
was encouraged by the various 
government agencies sponsoring 
those objectives. 


Proper Cost of Business 


When newspapers contrib- 
ute space for the purpose of pro- 
moting war information campaigns, 
they are allowed to deduct the 
actual cost involved in producing 
such advertisements, such as the 
‘cost of setting type, cost of ink and 
paper, and stereotypes. “When a 
newspaper in the course of dis- 
seminating news brings to the at- 
tention of the public their vital 
interest in the successful market- 
ing of war bonds and encourages 
and urges the purchase of such 
bonds, it is engaged in carrying on 
one of the functions for which it 
was organized. Such expenditures 
may also be considered as ordi- 
nary and necessary expenses in 
promoting the prestige of the pa- 
per, aiding and maintaining its 
good will, and increasing its cir- 
culation,’ Mr. Nunan argued, 

The memorandum, which ap- 
pears in the hearings of the House 


Study Plans for 
London Ad Center 


London, Jan. 15. The Public- 
ity Club of London is polling ad- 
vertising and newspaper organiza- 


tions in the United Kingdom on 
| their willingness to support a 
drive toward a fund, possibly as 
jlarge as $2,000,000, for building a 
central headquarters for the ad- 
| vertising industry in London after 
ithe war. 

| Those supporting the plan take 
the position that admen could 


{function better if grouped in one 
|center and could take a more im- 
|}portant part in postwar industrial 
development. Support of such a 
}project probably will be obtained 
from groups outside London only 
if their dues and investment are 
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appropriations committee on the 
Treasury appropriation for 1946, 
continues by explaining that “when 
a patriotic individual not in busi- 
ness pays for a newspaper adver- 
tisement, for a war effort cam- 
paign, it is deductible as a gift to 
the government. The same is true 
of an ad contributed by a cor- 
poration, if the ad does not identify 
the sponsor. 

“If such advertisements include 
the name of the corporation and 
are for the purpose of promoting 
the business objectives of the ad- 
vertiser and it can be shown that 
they constitute institutional or 
good will advertising, expenditures 
which are reasonable in amount 
and not out of proportion to the 
size of the company or to the 
amount of its advertising expendi- 
tures in prior years will be al- 
lowed as ordinary and necessary 
expenses,” he continued. 


Cites Scrap Salvage 


As an illustration, he said money 
contributed by the iron and steel 
industry for the scrap salvage 
advertising campaign was in the 
interest of obtaining materials to 
assure maximum operation of steel 
making facilities, and had a direct 


relation to their business. 

He also mentioned a tax court 
decision on a war bond ad which 
said the ad “had been incurred ac- 
cording to the custom of the time 
and was a combination of patri- 
otic endeavor and business pub- 
licity and constituted an ordinary 
and necessary expense.” While 
such expeditures might be so 
classified during the present 
emergency, he said, they might not 
at another time. 

“It is generally recognized that 
any corporation engaged in war 
production should have the right 
to keep its name and products and 
present activities before the pub- 
lic in order to preserve its good 
will and trademarks for the fu- 
ture. Practically every corpora- 
tion includes an amount in its 
advertising budget to be expended 
to the assistance of government 
objectives. Such advertising by 
commercial concerns has proved 
very effective when coordinated 
with the various government 
agencies, not only for the par- 
ticular corporations but also for 
the federal government.” 

In concluding, Mr. Nunan ex- 
plained, “it is entirely proper to 
state that in passing on the de- 


ductibility or ‘reasonableness of an 
advertising budget submitted for 
consideration by any taxpayer, the 
primary test is whether it is rea- 
sonable in the light of past ex- 
perience and future requirements 
and the answer is in no way in- 
fluenced by the amount of the ad- 
vertising budget which may be 
allocated in advancing government 
objectives such as sale of war 
bonds.” 


Billingslea Returns 


J. L. Billingslea, following three 
years service in the Army air 
force, has returned to his pub- 
lishers’ representative business in 
Chicago. The firm, formerly J. 
C. Billingslea Company, has been 
operated by A. B. Peck, and now 
becomes a partnership, as Peck & 
Billingslea. 


Vital Foods Moves 


Vital Foods Corporation, maker 
of VitaMight vitamins and mineral 
concentrates, has moved its head- 
quarters to 1463-65 Sherman Ave., 
Evanston, Ill. Besides VitaMight, 
the company distributes a wide 
variety of diet supplements and 
food concentrates. 


Green Spot Sells 


New Orange Juice 
fo 1,800 Dairies 


Los Angeles, Feb. 20.—Follow- 
ing three years of experimentation, 
Green Spot, Inc., processor of 
orangeade and other fruit concen- 
trates, has now set up a nation- 
wide distribution for its new con- 
densed orange juice. Current full- 
page, full-color advertisements in 
about 22 business papers reaching 
hospitals, dairies, restaurants, and 
other groups reveal that about 
1,800 dairies now handle the 
product. 

Principal merit of the condensed 
juice, the company says, is that 
it does not lose the high vitamin C 
content of oranges, either in proc- 
essing or in transit. Furthermore, 
the taste has been standardized by 
blending various orange crops so 
that sugar content remains con- 
stant. 

Harvest and production began 


ed a year ahead. 


ng against|for communi 
awards, scoring gains unications, aircraft and 
st | much as 60 cents a bale. =o, calne nse of wire and 


By the United Press. 


Mexiean - America 
nt Economic nine ; 
ed : 


OT only in Mexico, but throughout 
the complete Latin American Con- 
struction Field /mgenieria Internacional 


Mexico Plans to 


383 Million on P 


WASHINGTON, Jan. 29, 
Commission | Ay 


exchange of ers } 
—~The | Roosevelt _; jotteg 


Spend 
rojects 


Construccion is helping 152 manufactur- 
ers right now make contact with the paid 
subscriber readers of this magazine who 
do the buying or specifying for the huge 


construction programs that go forward ‘down there.’ Meanwhile our Trade 
Counsellors Staff is helping these manufacturers line up Latin American 
sales distribution, etc. If you are interested in selling this field and to keep 
you up to date in a continuing way on Latin American and world affairs in 
this field you should ask for copies of our Construction Trade Lead and 
International Confidential Bulletins. At the same time ask for your copies 
of booklets —1. Expanding Latin American Construction Programs; 
2. Building Latin American Highways; 3. Building Construction in 


Latin America. 


—— 


[ Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co. (inc.)] 


330 WEST 42nd STREET, NEW YORK 18, N.Y. 
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this year in January, and shi 
ments have already started with 
capacity of two carload daily 
aggregating 68,400 gallons «f juice 
Following high-vacuum, nx heat. 
ing condensation, the juice bulk. 
packed in specially lined ‘ing fo, 
refrigerated shipment to 97 dajn 
supply distributors, who, in turn 
refrigerate the product until de 
livery to dairies. The dairies yp 
constitute the product, addind 
sufficient water to bring it 4 
original consistency, then bottid 
the still-cold juice, and deliver ; 
their retailers or wholesalers, 


Freight Costs Low 


Company executives point oy 
that the freight saving, alone, jy 
large measure, takes Care of the 
savings to the consumer, in addi. 
tion to furnishing a profit frog 
producer to the final dairy dis 
tributor. A case of six tins 9 
condensed juice weighs 54 pounds 
It represents the juice of a third 
of a ton of fresh oranges. On gq 
carload basis, as much condensed 
orange juice can be shipped in ong 
car as can be shipped in 18 car 
loaded with fresh oranges. 

The retail price of a quart of 
the juice delivered by a dairy ig 
48 cents. At present prices, house. 
holders pay from 60 to 90 cents 
for enough fresh oranges to get a 
quart of juice—and they get no 
assurance about the taste of the 
juice, the company says. 


Lists Clients 


Promotional material empha- 
sizes that “Every Milk Stop Is 
An Orange Juice Customer,” list- 
ing them as homes, restaurants, 
hotels, hospitals, public institu- 


tions, soda fountains, schools 
grocery stores, etc. Dealer aids 
include four-color folders for both ~ 


home and wholesale customers 
fountain streamers and bottle col- 
lars. 

For public eating places, notably 


fountains, the company is placing ¥v 
emphasis on its Orange Juiceade 
(not an orangeade), a 5-cent drink T 
made of one-third each of juice li 
content, water and cracked ice. 

Philip J. Meany Company of Los f 
Angeles is the agency. 1 


s ’ 

Secrest to Radio Ass’n 

James Secrest has resigned as 
assistant to Paul Block, director p 
of the war activities committee of r 
the Pulpwood Consuming Indus- r 
tries, to become assistant to Bond F 
Geddes, executive vice-president ; 
of Radio Manufacturers Associa- , 
tion. He will be succeeded by L. , 
Daniel Blank, recently free-lanc- 
ing, and formerly engaged in both i 
editorial and advertising capacities 
with various dailies. Mr. Secrest, 
who handled publicity and adver- 
tising of pulpwood campaigns, will 
be in charge of information and ' 
publicity for RMA. 


Martin Joins Triangle | 


Ralph R. Martin, previously 
with Columbia Pictures and Mod- 
ern Magazines, has joined the 
eastern advertising sales staff of 
Screen Guide and Seventeen, pub- 
lished by Triangle Publications. 


URGENT: More Merchant Seaman Are Needed 
Immediately by The U. S. Merchant Marine. 
Please mention this in your printed matter 
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* Te reach the 9.25 billion dollar Insti- 
tutional Market served by INSTITUTIONS 
Magazine, these advertising agencies are buy- 
ing space in this. publication for their clients. 
The list is a partial one and represents for the 
most part only those agencies who are buying _ 
space currently. Your agency, whether listed _ 
here or not, can inform you of the opportuni- _ 
ties offered by the Institutional Market and 
of the full coverage INSTITUTIONS — 


\ gives in in this field. y 


The following is a partial list of Advertising Agencies 
who are currently placing advertising schedules in INSTI- 
TUTIONS Magazine. Manufacturers with products for the 
Institutional field are urged to consult advertising agencies 
for specific information concerning INSTITUTIONS Maga- 
zine or the Institutional field. 


A. L. Adkins Company 

Advertising Associates 

Aitkin-Kynett Co. 

Allied Advertising Agency 

Alley & Richards Company 

Anderson, Davis & Platte, Inc. 

Anfenger Advertising Agency, 
Inc. 

Armstrong, Schleifer & Ripin 

Atherton & Currier, Inc. 

N. W. Ayer & Son, Inc. 

Baker, Cameron, Soby & Pen- 
field 

Barlow Advertising Agency, Inc. 

Barnes Chase Company, Adver- 
tising 

Batten, Barton, Durstine & Os- 
born, Inc. 

Beaumont & Hohman, Inc. 

Beeson-Faller-Reichert, Inc. 

Julian J. Behr Company 

Frank Best & Co., Inc. 

Hill Blackett & Company 

H. George Bloch Adv. Co. 

Bond-Stavrum Advertising 

Branstater-Hammond, Inc. 

E. H. Brown Advertising Agency 

The Buchen Company 

Burnet-Kuhn Advertising Co. 

Harold Cabot & Co., Inc. 

D. T. Campbell, Inc. 

Solis S$. Cantor, Adv. Agency 


The Carpenter Advertising Com- 
pany 

Carter, Jones & Taylor 

James Thomas Chirurg Co. 

John Gilbert Craig, Advertising 

The Cramer-Krasselt Company 

Crescent Advertising Service 

Samuel C. Croot Co., Inc. 

Cruttenden & Eger 

Davies and McKinney 

Frank T. Day, Inc. 

lee Donnelley Company 

Sherman K. Ellis & Company, 
Inc. 

Engel Advertising, Inc. 

Eschner Advertising Co. 

Evans Associates, Inc. 

Foote, Cone & Belding 

Foster & Davies, Inc. 

Firestone Advertising Service, 
Inc. 

Foulke Agency 

Fox & Mackenzie 

Oakleigh R. French & Associates 

Fuller & Smith & Ross, Inc. 

Gallard Advertising Agency 

Gerst Adv. Agency 

The Phil Gordon Agency 

Gray & Rogers 

Gregory Advertising, Inc. 

The Grey Advertising Agency, 
Inc. 


Guenther-Bradford & Co. 

Melvin F. Hall Advertising 
Agency, Inc. 

Edward Hamburger Adv. Co. 

Harrison Hartley Advertising 

George H. Hartman Company 

Hays Advertising Agency 

Charles Elwyn Hayes, Advertis- 
ing Agency 

Herbert Advertising Corporation 

W. S. Hill Company 

Hixson - O'Donnell Advertising, 
Inc. 

Holden-Clifford-Flint, Inc. 

Hoelke-Martine Advertising 
Agency, Inc. 

Horton-Noyes Company 

Charles W. Hoyt Company, Inc. 


Jules Lippit Advertising 

Little and Company 

The W. E. Long Company 

S. Duane Lyon, Inc. 

Earle Ludgin & Company 

Mace Advertising Agency, Inc. 

Malcolm -Howard Advertising 
Agency 

Lloyd Mansfield Company 

Maxon, Inc. 

Philip J. Meany Co. 

Meldrum & Fewsmith 

Merchandising Advertisers 

Howard H. Monk & Associates 

Moore Associates 

Chester C. Moreland Company 

Morrison Advertising Agency, 


Humbert & Jones Inc. 

George W. Hughes Co. Moser & Cotins New York City 
Ingalls-Miniter Company Corporation 

Johnson, Read & Company Moss Associates 

Dana Jones Company C. Wendel Muench & Company 
Duane Jones Company Mumm, Mullay & Nichols, Inc. 
Kalom Company McDaniel, Fisher & Spelman Co. 
The Joseph Katz Company Wesley K. Nash Company 
Keelor & Stites Company Newell-Emmett Company 
Kennedy & Company R. T. O'Connell Company 
Ketchum, Macleod & Grove, Inc. R. J. Potts-Calkins & Holden, 
Abbott Kimball Company, Inc. Inc. 

H. M. Kling ith Company Presba, Fellers & Presba, Inc. 
Kircher, Lytle, Helton & Collett L. W. Ramsey Company 

The Krichb c y Ray-Hirsch Company 

Kreicker & Meloan, ine. Redfield-Johnstone, Inc. 
Krupnick & Associates Reiss Advertising 

Horace A. Laney, Advertising Wm. B. Remington, Inc. 

The Lavenson Bureau The Ridgway Company, Inc. 
Lee-Stockman, Inc. John R. Riordan Company 


Rogers & Smith 

Elwood J. Robinson Adv. 
Agency 

Ruthrauff & Ryan, Inc. 

Salesvertising Associates, Inc. 

Schnake Advertising Agency 

Alfred J. Silberstein, Inc. 

Cory Snow, Inc. 

Spooner & Kriegel 

Staake & Schoonmaker 

Steller-Millar-Ebberts 

Stevens, Inc. 

Stewart, Hanford & Casler, Inc. 

Swafford & Koehl, Inc. 

Howard Swink Advertising 
Agency 

Terrill Belknap Marsh & Associ- 
ates 

J. Walter Thompson Company 

Townsend Advertising Service 

Tracy, Kent & Company, Inc. 

Turner Advertising Agency 

Van Auken & Ragland 

Venable-Brown Company, Inc. 

Irwin Viadimir & Company, Inc. 

Von Arx Advertising Agency 

Walker & Downing 

Weiss & Geller 

Jack C. Wemple, Advertising 

Wendt Advertising Agency 

Western Advertising Agency 

Weston-Barnett, Inc. 

Wheeler-Kight & Gainey, Inc. 

Wildrick & Miller, Inc. 

George Wilfred Wright 

Young & Rubicam, Inc. 

Zimmer-Keller, Inc. 


@ INSTITUTIONS Magazine is the only publication through which you can reach all related 
divisions of the Institutional field. If your present or contemplated products have an application 
to this field, your advertising messages in the columns of INSTITUTIONS Magazine will gain 
for them the kind of acceptance they must have to share in the huge Institutional Market. For 
details, write to INSTITUTIONS Magazine, 1900 Prairie Avenue, Chicago 16, Illinois, or consult 


your advertising agency. 
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Rodd Leaves Celotex 


W. C. Rodd has resigned as ad- 
vertising manager of Celetox 
Company, Chicago, and has moved 
to Pasadena, Cal., where he plans 
to.set up a new distributing organ- 
ization. The position at Celotex 
has not yet been filled. 


Zoty Back in Publishing 
Ed Zoty has resigned as sales 
manager of Publishers Distribut- 
ing Corporation, New York, to 
return to his own publishing busi- 


ness. He will be succeeded at 
PDC by Barney Shevlin, and 
George Davis has been appointed 
in charge of the road force and 
sales promotion of PDC. 


Tierney, Ryan to Grant 


William R. Tierney, formerly 
with National Outdoor Advertising 
Bureau and Morgan Ryan, pre- 
viously radio director of Sherman 
& Marquette, Inc., both New York, 
have joined Grant Advertising, 
Inc., New York, as account execu- 
tives. 


Sales Execs Work 
on Plans fo Turn 
Vets to Selling 


Chicago, Feb. 22.—About 20 
Army, Navy and Marine Corps of- 
ficers and officials of the Veterans 
Administration and VU. S. Em- 
ployment Service were guests at 


a dinner meeting of the Chicago 
Sales Executives Club at the Hotel 
La Salle here last night to discuss 
possibilities of turning discharged 
servicemen toward selling jobs. 

Members of the club’s “sales as 
a career” committee, established 
six months ago, took turns in a 
presentation of benefits offered by 
selling to young men. 

“A lot of talk goes on about the 
uselessness of selling,’ said Ralph 
Keller, George A. Hormel Com- 
pany, president, “and we set up 
the committee to do something 
about it.” 


No polygamy 
for Aunt Hester 


SSE 


Not in the barnyard or anywhere. One rooster, one hen—each pair in 
their own cozy pen and yard—that’s Aunt Hester’s idea of decent 
behaviour. In fact, she cancelled her subscription to FARM JOURNAL 
—didn’t like the scientific reports on modern poultry raising or artificial 


semination in stock breeding. 


But FARM JOURNAL will go on giving its 2,500,000 subscribers the 
news of farm progress and farming interests. Giving it fast—four days 
from writer to reader—so that FARM JOURNAL readers get their 
information while it’s still news. Timeliness—that’s one of the things 


General Magazines 
ONE 


covers the rural market 


regard in the opinion of merchants serving rural trade. 


Of the FIRST FOUR FARM 
JOURNAL 


GRAHAM PATTERSON, Publisher 


Washington Square, PHILADELPHIA 5 


- 


that makes FARM JOURNAL so valued by its readers and keeps pushing 
at the circulation top set by the paper shortage. Might be 3 million 
and upwards in no time if it were not for restrictions. But 2% million 
it is, right now, which is a half million more than any other and makes 
FARM JOURNAL the largest of all rural magazines. Also gives it high 
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John Harkness, Crane (C 
chairman of the commit 
the members have been 
tact with the Parent-Tea 
sociation and with high 
and colleges, trying to bol: 
will for the profession. He pointe 
out that after the war ‘lesmed 
will be “in the front lin. of ¢hJ 
coming war of distributior ° wy. 
national welfare will dep. i 
marily on _ getting goo 
manufacturers to consum: 


Sales Qualities Rank.) 


Robert Wilson, W. A. Roger 
Company, and Charles Wore 
Remington Rand, Inc., co: mitte 
members, sought to show tha 
salesmen earn better-than-ave; 
age incomes, that salesmen’: wo, 
is not routine, and that, as tiy 
most important method of djs 
tribution, it contributes greatly y 
the national economy. As to th 
qualifications needed by successf 
salesmen, Mr. Morse said _ th; 
about 250 club members, in a po 
on this question, ranked qualiti 
in the following order of desir 
ability: dependability and inte 
rity, self-management ability 
product knowledge, work organ 
ization ability, sincerity, indys 
triousness, acceptance of responsi 
bility, “salesman’s ethics,” abilit 
to follow instructions, judgment 
and understanding of buying mo 
tives. 

In a question and answer perio 
that followed, the military an 
government officials indicated ths 
at present about 55% of returnin 
servicemen seek job adviced 
relocation centers; that compara 
tively few of these show intere 
in entering the selling field, an 
that later, when dischargees mo 
closely approach the average \ 
all types of men in the arme 
services, it is expected a highe 
percentage will show interest i 
getting selling jobs. 


Veterans Skeptical 


Con 
er As 
Schoo] 
er good 


d pri 


fro 


Most veterans now interested i 
selling, these officials said, can be: 
be served by sales executive 
through individual contacts an 
by establishment of good trainin 
programs by sales department 
They said veterans seem to shoy 
much skepticism about the secu 
rity they can find as salesmen ant 
don’t like the idea of working 0 
a commission basis. 

Club members replied that man 
of their organizations current! 
employ men who have been 0 
their present jobs many years 
It was admitted that some sale 
managers have “ruthless” polici 
of dismissing salesmen in slat 
selling periods, but members sail 
veterans need have no fear @ 
insecurity if they join proper! 
run sales organizations. 

W. W. Dwyer, chief of the vet 
erans bureau, USES, Chicago, sug 
gested that the club member 
could obtain needed salesmen anf 
could assist USES and veterans! 
they would present a list of jo 
openings to USES each wee 
Army and Navy civil readjustmen 
officers supported that suggesti0 
saying they had no authority 4 
direct veterans to selling 0 
other than by sending them 4 
USES offices. 


Auerbach Writes on OP! 


Alfred Auerbach, head of Alfre 
Auerbach Associates, New Yor 
and formerly chief of the con 


sumer durable goods branch ° 
OUA, has written “OPA «nd It 
Pricing Policies,” to be pu lishe 


by the Fairchild Publishin. Co” 
pany, New York, on Feb. : 
72-page volume, first appe® ‘ns @ 
a series of articles in F irc! 
publications, costs $1.50. 


New market b 
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ROCKET PROPULSION—the extra power that shoots our planes into the 
air in seconds—the added speed—the Sunday Punch that knocks out 
-avel’ «© enemy planes and wins air battles. 


f dis 

wo FIRST 3 Markets Group—the extra power—the Sunday Punch that makes 

‘a sales and wins markets. 

laliti 

desir 

3 us FIRST 3 delivers a Sunday Punch through the impact of Rotogravure and Color- 

ead gravure, the sections of highest reader traffic in the FIRST 3 Sunday newspapers 
ren in the FIRST 3 markets of America. FIRST 3 delivers a Sunday Punch with its con- 
pa centrated coverage of 66.8% of Metropolitan New York, Chicago, and Philadelphia. 
el thd 

an In one action-filled package you can put your advertising message before a 


i, an 4 x « major segment of the families of 


pall FIRST 3’s greater market —a market 
eat i representing 40.1% of the total U.S. 


retail sales—42.4% of the food sales. 


Ge Give your national adver- 
tising campaign the sup- 
port of FIRST 3’s Sunday Punch. Total 
circulation in excess of 6 MILLION. 


Rey 


- RK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
- PHILADELPHIA SUNDAY INQUIRER 


EMSS m 


MMe RK S} G GRO UP) a 4 | Retecravure ° Colerx Rerihee, 
Be tis Wy tie 
THE GROUP WITH THE SUNDAY PUNCH 


News Building, 220 East 42nd Street, New York City 17, MUrray Hill 2-3033 
Tribune Tower, Chicago 11, SUPerior 0044 * 155 Montgomery Street, San Francisco 4, GARfield 7946 
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CAB Will Add 
4 Network Heads 
as Governors 


New York, Feb. 22.—As part of 
an expansion program, executives 
of the four major networks have 
been nominated to the board of 
governors of the Cooperative An- 
alysis of Broadcasting. The nom- 
inees are Edgar Kobak, president 
of Mutual Broadcasting System; 
Chester J. LaRoche, vice-chairman 
of the board of directors of Blue 
Network Company; Frank E. Mul- 
len, vice-president and _ general 
manager of National Broadcasting 
Company, and Frank Stanton, 
vice-president of Columbia Broad- 
casting System. 

Until now, the CAB’s board has 
been composed solely of represent- 
atives of advertisers and agencies. 
Addition of the network repre- 
sentatives, it was explained, will 
“complete the pattern established 
by other tripartite approaches to 
the evaluation of advertising media 
and audiences, such as the Audit 
Bureau of Circulations, the Traf- 
fic Audit Bureau, Advertising Re- 


search Foundation, and Broadcast 
Measurement Bureau.” 

The number of advertiser and 
agency members on the board also 
is being increased from three to 
four in each classification, thus 
bringing the total to 12. The terms 
of governors and officers are be- 
ing placed on a two-year rotating 
plan. 

Dr. D. P. Smelser, Procter & 
Gamble Company, is chairman of 
the board. Other present mem- 
bers are John L. Bogert, Standard 
Brands, Inc.; George H. Gallup, 
Young & Rubicam; Robert B. 
Brown, Bristol-Myers Company; 
Bernard C. Duffy, Batton, Barton, 
Durstine & Osborn, and L. D. H. 
Weld, McCann-Erickson. 


Joins Griswold-Eshleman 

Clark E. Maddock, previously 
with Ad-Art Studios, Cleveland, 
has been appointed assistant art 
director of Griswold-Eshleman 
Company, Cleveland. 


Adds Outdoor Schedule 


Southern Comfort Corporation, 
St. Louis, has completed arrange- 
ments for a series of painted wall 
showings in Chicago, supporting 


DOUBLE DUTY —The shipping con- 
tainer for Tuck-Aways, new sachet prod- 
uct of Trimz Co., Chicago, also serves 
as a counter display and dispenser for 
the flower-scented paper packets, 


newspaper and trade publication 
advertising for Southern Comfort 
brand liquor. Midland Adver- 
tising Agency, Chicago, handled 
this phase of the account. 
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| [ce it-in Philadelphia 


One newspaper—in this City of Homes—bids good evening 


to nearly 4 out of 5 Philadelphia families daily — covers 


this third largest market for the advertiser with the thrift 


of Ben Franklin. That one newspaper is The Evening 


Bulletin—leader for 40 consecutive years—and with the 


largest evening circulation in America. 


Over 600,000! 


In Philadelphia— nearly everybody reads The Bulletin 
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‘Big Two’ Can 
Makers’ Sales 
at $401 Million 


New York, Feb. 22. — Both 
American; and Continental Can 
companies boosted their sales 
sharply in 1944 from 1943 levels— 
the latter to the all-time record 
mark of $174,337,505, their annual 
reports show. Together, they rep- 
resented sales of more tnan $401,- 
000,000. 

American Can’s sales rose from 
$191,086,606 in 1943 to $227,528,- 
760 last year. This was the com- 
pany’s highest mark, with one ex- 
ception, in its 43-year history, said 
D. W. Figgis, president. The ex- 
ception was 1941, the last full year 
of unrestricted use of metal. 
American’s net income rose from 
$11,385,759 in 1943 to $14,519,443 
in 1944, 

Continental Can’s 1944 net sales 
and operating revenues were $48,- 
723,840 more than the $125,613,665 
of the year before, reported Carle 
C. Conway, chairman of the board 
and president. After provision of 
$8,600,000 for income and excess 
profits taxes and a reserve of $1,- 
000,000 for inventory price decline 
or other contingencies, Conti- 
nental’s consolidated net profit last 
year was $6,044,985, compared 
with $5,169,962 in 1943. 

The two companies are said to 
represent more than 60% of the 
volume of all the nation’s can 
companies. 

Next in rank after the Big Two, 
and the only other producers of 
food as well as general line cans, 
are National Can Corporation, 
New York; Crown Can Company, 
Phildelphia, and Heekin Can Com- 
pany, Philadelphia. About 75 
other companies produce general 
line cans for paints, drugs, cos- 
metics, oils and other products. 

Owens-Illinois Glass Company 
recently sold its can subsidiary to 
Continental and retired from the 
can business. No can company, it 
is said, has yet entered the glass 
container business. 


To Rustless Sales Post 

J. Raymond Smith, former man- 
ager of stainless steel sheet sales 
for Eastern Stainless Steel Corpo- 
ration, Baltimore, has joined Rust- 
less Iron & Steel Corporation, Bal- 
timore, as assistant to the general 
sales manager. 


Heads Curtiss Advertising 

J. P. Gilbert, for many years in 
the advertising department of 
Wagner Electric Company, St. 
Louis, has been appointed adver- 
tising manager of Curtiss Mfg. 
Company, St. Louis, succeeding 
Len C. Blake, who will free lance. 


» 


Bill Would Make 
Insurance Immune 
from FTC Ad Luws 


Washington, Feb. 22.—C, 
on the bill granting in 
companies a two-year mora (oriym 
from federal anti-trust laws foun, 
themselves badly knotted up ove 
a provision which slipped jp; 
both the House and Senate versio, 
of the bill granting insurance com. 
panies immunity from FTC adver. 
tising control until January, 194 

Agreed that insurance cOm )anies 
should be exempt from federg) 
anti-trust statutes until they ca, 
adjust their businesses in line wi 
the Supreme Court decision in U.s 
vs. Southeasterr Underwriters 
Congress blithely drew up legisla. 
tion listing all the numerous ant- 
trust statutes which must hp 
waived. 

First it was declared that the 
business of insurance shall be sub- 
ject to state taxation and regula. 
tions; that no act of Congress, the 
Supreme Court decision notwith- 
standing, shall supercede any state 
law in the field; that the Feder) 
Trade Commission and Robinson- 
Patman'§  anti-discrimination acts 
shall be waived; that the Sherman 
and Clayton acts shall not apply t 
insurance until January, 1948, ex- 
cept for acts of boycott, coercion 
or intimidation. 


Committee Can’t Agree 


Everyone seems to have forgot- 
ten that the advertising provisions 
of the FTC act were tossed over- 
board along with the anti-trust 
segments of that law. Rep. Bailey 
of West Virginia and Rep. Cochran 
of Missouri raised a howl about 
it on the House floor. They pointed 
out that Congress was inviting fly- 
by-night insurance outfits to re- 
sort to all kinds of false adver- 
tising. 

After a week of discussion the 
committee could find no solution 
to the parliamentary tangle and it 
was decided that the advertising 
exemption must remain, and in- 
surance companies put on their 
good behavior. 

Stormed Rep. Bailey: “This bill 
creates a no man’s land zone in 
which irresponsible fly-by-night 
concerns, not able to qualify in 
any state, continue to ply the 
trade of selling policies through the 
mails, by newspaper advertising 
and over the radio. 

“Tt is estimated that millions of 
dollars are being invested in this 
worthless form of insurance. These 
practices are beyond state regu- 
lations and are just one more proof 
that a sizable portion of the in- 
surance business, if regulated at 
all, must come under the com- 
merce clause as was recently af- 
firmed by the Supreme Court.” 
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PRINTING 


There are a large number of conceras that 
render one type of service and do it well... 


* THE FAITHORN CORPORATION, 
however, renders THREE DISTINCT TYPES 
of service—ad-setting, engraving and 
printing—and does them ALL equally 
well—with less effort and less cost. ] 


FAITHORN CORPORATION 


400 N. RUSH STREET - 
Telephone WHIitehal!l 2300 


L_pAY AND NIGHT SERVICE— 


CHICAGO 11 
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our A's Stresses 
eed for Better 
Advertising 


New York, Feb. 21.—To perform 
uccessfully postwar, advertising 
Must be better as well as larger in 
-olume, Frederic R. Gamble, 
president of the American As- 
<ociation of Advertising Agencies, 
told members in a recent bulletin 
utlining Four A’s_ plans for 
agency development. 

After emphasizing the dynamic 
role in distribution which must 
be played by personal selling, 
sales promotion and merchandis- 
ing and advertising, Mr. Gamble 
said that much of the responsi- 
pility for distributing the great 
volume of goods and _ services 
necessary to sustain required em- 
ployment will fall on advertising. 
He said that based on the expected 
volume of business activity, ad- 
vertising will show a sharp in- 
crease. 

“When national income was $56 
billion in. 1935”? he continued, ad- 
vertising expenditures totaled $1.7 
pillion, or approximately 3%. If 
the peacetime ratio of advertis- 
ing to national income prevails 
postwar, then advertising volume 
should reach $3.3 to $3.6 billion 
annually.” 


Working in Four Areas 


The association is working in 
four major areas to help advertis- 
ng agencies perform their impor- 
tant postwar role, he said, outlin- 
ing its program as follows: 

1. Area of understanding: To 
acquaint other factors in advertis- 
ng with the true functions of ad- 
vertising agencies. (Example: 
Four A’s work in media relations.) 
To help acquaint government and 
consumer leaders and the public 
with the true functions of adver- 
tising. (Examples: War Adver- 
tising Council; the Harvard stu- 
dies; Committee on Consumer Re- 
lations in Advertising.) 

2. Area of fact-finding: To de- 
velop facts in areas where needs 
are recognized and techniques are 
known or can be developed. (Ex- 
amples: Continuing Studies of 
Newspaper, Car Card and Farm 
Paper Reading by Advertising Re- 
search Foundation; Audit Bureau 
of Circulations; Traffic Audit Bu- 
reau; newly formed Broadcast 
Measurement Bureau.) 

3. Area of future personnel; 
To do those things which will at- 
tract the highest calibre of future 
owners and future employes to the 
agency business. (Examples: 
Maintenance and improvement of 
the compensation structure; work 
on reemployment of veterans; ex- 
+ rca aaa work on examination 
plans. ) 

4. Area of improvement of ad- 
vertising: To work toward the 
correction of the small percentage 
of advertising which lessens the 
effectiveness of the whole (Ex- 
amples: Survey by Association of 
Better Business Bureaus; coopera- 
ln with ANA public opinion 
survey; plans for a cooperative 
structure on copy improvement. ) 

“We must strive,” Mr. Gamble 
‘oncluded, “to make advertising 
nore productive, and to lessen 
‘e number of advertising failures | 
we are to do our part in moving 
‘ls great postwar volume of goods 
‘nd services, If we in advertising 


Mitchell Joins WTOP 


Maurice B. Mitchell, recently 
released from the Army, and pre- 
viously national advertising and 
sales promotion manager of the 
Knickerbocker News, Albany, 
N. Y., has joined WTOP, CBS out- 
let in Washington, D. C., as sales 
promotion and publicity manager. 


WEEI Aids Farmers 

WEEI, Boston, and Jesse H. 
Buffum, CBS director of agricul- 
ture in New England, were hosts 
to 70 delegates from 12 agricul- 


tural counties in Massachusetts, 
at a recent luncheon at the Hotel 
Statler in Boston as part of a 
program of constructive service 
the station offers to farmers. Re- 
cently-elected Gov. Maurice J. 
Tobin of Massachusetts outlined 
his program for farmers of the 
state. 


Heller Appoints Hill 


Heller Bros. Company, New 
York, grower and shipper of Juicy 
Gem Florida oranges and citrus 
fruit, has appointed Hill Adver- 


tising, New York, to handle its! 


account. Radio, mewspaper, di- 
rect mail and store displays will 
be used. 


Prest-O-Lite Campaign 
Prest-O-Lite Battery Company, 
Indianapolis, this year is increas- 
ing its promotional budget but 
will follow the same advertising 
strategy as in 1944. The program 
includes national use of spot an- 
nouncements, business paper in- 
sertions, seasonal merchandising 
kits to be backed up by direct 


7 


mailings, and use of new portfolios 
and manuals for dealers. 

The company has announced ap- 
pointments of W. J. Mergard as 
manager, Chicago division, and 
D. E. Sanders as manager, Atlanta 
division. 


Lathrop to Ketchum 


Donald E. Lathrop, formerly art 
director and agency manager of 
Coleman Todd & Associates, Mans- 
field, O., has joined Ketchum, 
MacLeod & Grove, Pittsburgh, as 
art director. 


Don’t wait for Television... 
use “Four Dimensional Selling” 
today via Minute Movies 


Reach up to 40,000,000 people weekly 
through approximately 12,000 theatres ! 


What Is “Four Dimensional Selling”? 


It is sight... 


It is color... 


It is sound... 


fon’! do our part, who will?” 


ODT Relaxes Meet | 
Ban Slightly | 


I Office of Defense Trans- 
t mn has raised the bars on 
Js and conventions a bit, 
ng its restrictions so that 
onger requires government 
al for any meeting unless 
ian 50 persons from out of 
ire involved, The action | 
nts a considerable relaxa- | 
previous regulations which | 
rmitted only meetings in-| 
s 50 persons or less from 
cal and out of town sources. | 
ODT announcement also | 
iat trade shows which do 
volve exhibitors from out- 
e area, or attendance from 
points, may be held. 


It is “Minute Movies” 


your purpose and suits your budget. 


of music for which you value radio. 


It is motion and action... 


the conviction and appeal for which you strive in publications. 


the plus value which you add to publications when it serves 


the persuasiveness of the human voice and the atmosphere 


the interest-compelling value which you strive so hard to approximate 


in comics, strip-panel ads, or animated outdoor spectaculars. 


Screen advertising shorts of 1 or 1-1/3 minutes, released through regular movie theatres. In this medium your 
advertisement stands alone — you buy 100% attention (and circulation) and no other ad, no distraction competes 

with your message. You pay a rate comparable to that of many a less versatile medium, $3.00 to $3.75 

per thousand movie-goers. Flexibility? Pick your section, city or neighborhood and rifle your message to the consumer. 
Whether you want to demonstrate an available, existing product—prevue a post-war model—or dramatize 

a service or public relations policy, film is the persuasive, convincing, action-compelling medium to use. 


Telephone or wire us to arrange a screening of typical movies and case histories. 


The Motion Picture Networks 


Special Sales 
© 194 by Cine-Television Studios 


FILM DISTRIBUTION « 


Representatives | for 


General 


100 EAST 42nd STREET, NEW YORK 17, N. Y. 


Screen {dvertising. 


. TELEVISION SYNDICATION 


Chicago, Illinots 
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Johnson to WIBA 


H. A. Johnson, national adver- 
tising manager of The Capital 
Times, Madison, Wis., since 1929, 
and of both The Capital Times and 
Wisconsin State Journal since 1939, 
has been appointed business man- 
ager of Station WIBA, Madison, 
effective March 1. L. E. Heindel, 


advertising director, will assume | conventions. 


| supervision of the two papers’ na- 


tional advertising department. 


Mechanical Meet Off 


American Newspaper Publishers | 
Association has canceled its me-| 
chanical conference, scheduled for 
Chicago June 11-13, in coopera- 
tion with the government’ ban on 


PUBLIC RELATIONS 
and PUBLICITY 


SINCE 1923, we have successfully served 
Corporations, Industries, Associations and 
others . . . Your inquiry is invited. 


HARRY E. CAYLOR ORGANIZATION 
540 NORTH MICHIGAN AVENUE 
CHICAGO II, ILLINOIS 


245 Stations Now 


BM B Subscribers, 


Feltis Reports 


Chicago, Feb. 20.—Nearing the 
half-way mark in the NAB’s dis- 
trict presentations of the Broad- 
cast Measurement Bureau plan, 
Hugh Feltis, president, told the 
Chicago Radio Management Club 
and 200 agency and radio execu- 
tive guests last week that 245 sta- 
tions have now subscribed to the 
service. 

Ranging from 40% in San Fran- 
cisco to 93% in Dallas, Tex., other 
cities which were visited produced 
the following percentages of con- 
tracts signed by stations in the 
area: Kansas City, 79%; Memphis, 
80% Portland, Ore., 85%, and 
Minneapolis, 86%. Approximately 
nine more meetings are scheduled. 
A number of the country’s most 
important regions, however, in- 
cluding New York and Chicago, 
have not yet been signed. 

Mr. Feltis gave much credit for 
the successful showing thus far to 
the support given the plan in per- 
sonal appearances of ANA and 


oa 


Four A members. After briefly 
reviewing the BMB plan, Mr. 
Feltis said the project calls for a 
sampling method that will demand 
75 to 80% returns from a com- 
munity, and no community will be 
tabulated until at least 50% of the 
ballots have been returned from it. 


Food Account to Morgan 
Raymond R. Morgan Company, 
Hollywood, has been appointed to 
place advertising for Orchid-of- 
Hollywood, manufacturer of ice 
cream mixes, puddings and other 
food products. Plans include radio, 
newspapers and magazines. 


Food Meetings Canceled 

National Food Distributors’ As- 
sociation has canceled a directors 
conterence and sectional meetings 
of the group scheduled for Chi- 
cago this month. Business will be 
handled entirely by correspond- 
ence. 


Contessa Joins Moss 

Victor Contessa, formerly. sales 
promotion manager of Freed Radio 
Corporation, New York, has joined 
Moss Associates, New York. 


‘ 


The lion’s share...all day long 


Ox THIS Hooper showing, WOWO gets not only more, but most, of the radio 
listenership in the Fort Wayne Trading-area (as defined by Rand McNally), in the 


golden hours between 8 A. M. and six in the evening. A special study carried on in 


Fort Wayne and 8 intermediate cities; also in rural areas surrounding each city, 


showed more than half the sets in this area tuned to one station. . a record consist- 


ently maintained throughout the entire half-rural, half-urban primary of WOWO. 


This exceptionally high Hooper rating, rural as well as urban, explains the 


enormous pulling-power of WOWO .. this, and the day to day alertness that has 


earned eight awards for outstanding efforts in the fields of promotion and publicity. 


Sponsors of shows on WOWO are assured of a welcome for their product- 


stories in a majority of the radio homes in the prosperous WOW Oland. WOW Oland 


means 133 counties in three states. . plus Fort Wayne. 


Your NBC Spot Salesman can bring to life the cold but convincing figures of 


the Hooper Index. Get the full story from him. 


WESTINGHOUSE RADIO STATIONS Inc 


WBZ -* 


WBZA + 


REPRESENTED NATIONALLY BY NBC SPOT SALES—EXCEPT KEX 
KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 


KEX © KYW °s 


KDKA + 


wowo 


aT 


FORT WA 


t. 
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Luden’s Defenc¢'s 
‘Cocillana’ Use 
on New Packave 


Reading, Pa., Feb. 21.—] den’s 
Inc., will establish in court that ; 
has the right to use the word oo. 
cillana in the name of ii: ney 
cough drop and that its sa 2, 


tivities afford no basis fo saad 
plaint, Daniel W. Dietrich, preg. 
dent, declared today in con ment. 
ing on court action brought oy (po. 
cilana, Inc., Brooklyn, maker 
Cocilana Cough-Nips (AA. Jap 


29). The Brooklyn company ha 
brought suit charging unfair traq, 
practices and trademark infri 
ment. . 

“Some time ago Luden’s decideg 
to bring out a new cough drop 
containing cocillana, which is 
well-known substance used fo, 
many years in preparations for th 
relief of coughs due to colds,” \y 
Dietrich said. “These new coug) 
drops were named Luden’s Cocij- 
lana Cough Drops just as our other 
cough drops are named Luden’s 
Menthol Cough Drops and Luden’s 
Honey-Licorice Cough Drops. The 
Luden name is featured in con- 
nection with all three, all three 
sell for five cents, and they are al] 
distinctively packaged so that 
they cannot possibly be confused 
with any other product.” 

Mr. Dietrich charged that “the 
producers of Cocilana Cough-Nips 
are trying to monopolize the word 
cocillana, in spite of the fact that 
it describes an ingredient of their 
cough drops and that when the; 
applied for federal registration 
they disclaimed this word. Cocil- 
lana has been widely used since 
long before this concern was or- 
ganized.” 

Luden’s advertising is handled 
by J. M. Mathes, Inc., Cocilana’s 
by Al Paul Lefton Company. 


Dix Joins Conover-Mast 
as Promotion Head 


Arthur H. Dix has been ap- 
pointed manager of sales promo- 
tion and research of Conover-Mast 


Corporation, 
New York, pub- 
lisher of Avia- 
tion Mainten- 
ance, Liquor 
Store & Dis- 
penser, Mill & 
Factory, Plant 
Production Di- 
rectory and 
Purchasing. 
Mr. Dix was 


formerly with 
Iron Age, New 
York, as man- 
ager of reader service, and also 
editor of its house organ, “Iron 
Age Jr.” He is a founder of the 
New York Business Paper Circula- 
tion Managers’ Round Table, and 
has served as its chairman for 
several years. 


Essig in New York; 
Opens Baking Division 
Essig Company, Los Angeles ané 
Chicago agency, has organized 4 
special department to serve clients 
in the baking industry. Heading 
the new service will be J. Frank- 
lin Dorsey, recently direct ol 
baking industry activities of Mil- 
print, Inc., who joins the agenc) 
as vice-president. 

Offices of the baking depariment 
will be located in New York, \ er 
Essig is currently opening new 0!- 


Arthur H. Dix 


| fices. 


“MEET YOUR CONTRACT )R- 
BUILDER CUSTOMER’ - 


the sensational descriptive bookle’ of 
the Building Market. Contains infor: 
tion impartially presented that's ec: 'y 
understood about the building tho! «!! 
the talking is about. 


Send for a copy of this booklet -*! 


off the press, or ask your advert) 19 
agency about it. 
r ts . 


PRACTICAL BUIL 


59 East Van Buren Chica 
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“aE 27 is a highlight from the February issue of one Read Mrs. Roosevelt’s message. Like the whole series, 
, gel ce most influential magazines in America. it says proud things that should spur Americans on today. 
| is part of a series appearing each month. Last month, We reprint it all here, so you will see it. Otherwise you 

‘ie Hurst pictured her America for the almost two might not... because it is an example of the bigness that 
on women who buy this magazine regularly at news- features a most surprising and famous magazine, one you 


ls. In March, Maurice Maeterlinck is going to tell probably do not read regularly .... 


his America means. The magazine is TRUE CONFESSIONS, 
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Program Book on 
Vet Treatment Is 


Sent fo Agencies 


Detailed Outlines 
for Long-Range 
Effort Are Presented 


Washington, Feb. 21.—The first 
copies of an OWl-Retraining and 
Reemployment Administration 
program book on veteran’s infor- 
mation went out to agency people 
today, stressing the importance of 
setting up long-range programs to 


their rights, and ease their adjust- 
ment to civilian life. 

Heralding an information effort 
which in some phases is expected 
tS tontinue for many years, the in- 
formation book has been intro- 
duced as the consensus of gOvern- 
ment agencies dealing with the 
problem, rather than an immedi- 
ate call for large-scale assistance. 

In an accompanying note, OWI 
pointed out that unlike most pro- 
grams, which involve assistance on 
a broad scale and as quickly as 
possible, the veteran’s campaign 
should be viewed as a “situation 
which is developing and chang- 
ing.” 


Presented as Information 


“Publication of this book should 
not by any means be regarded as 
a suggestion for immediate large- 
scale information campaigns,” it 
said. “However, as time goes on, 
the problem will become of vastly 


acquaint discharged veterans with 


greater and perhaps different pro- 


GIBBONS KNOWS CANADA 


AOVERTISING 


TORONTO MONTREAL WINNIPEG 


J. J. GIBBO NS LTD. 


OO BAY STREET. -T 
REGINA, 


MERCHANDISING 


CALGARY EDMONTON VANCOUVER 


portions, and calling for much 
more extensive and intensive dis- 
tribution of information than at 
present.” 

In its initial distribution, 17,156 
copies of the veterans campaign 
book went to prominent writers, 
magazine editors, radio station 
managers, script writers on com- 
mercial network programs, adver- 
tising agencies, ANA members, 
trade associations, national head- 
quarters of civic, fraternal wom- 
en’s and veteran’s organizations, 
and government officials. 

The book was worked out over 
a period of several months by 
Robert L. Hutton Jr., OWI pro- 
gram manager on veteran’s affairs, 
under James R. Brackett, aeputy 
director in charge of the program. 

Designed, according to Veteran’s 
Administrator Frank T. Hines, “to 
create understanding on questions 
relating to veterans’ rights and 
benefits and their adjustment to 
civilian pursuits,’ the program 
follows two chief lines: informs 
the veteran, his family and the 
public of veterans’ rights, benefits 
and privileges and how to get 
them; helps the adjustment of the 
veteran by providing information 
to combat any possible misunder- 


standing between veteran and ci- 
vilian. 


Five Objectives Given 


From the campaign standpoint, 
OWI has worked out five “infor- 
mation objectives”: the first deals 
with rights and privileges; the 
second shows communities how to 
organize information centers to as- 
sist veterans; the third instructs 
people at home on the treatment 
of veterans; the fourth acquaints 
employers with the virtues of em- 
ploying veterans, and the fifth re- 
minds the veteran of his new role 
in community life. 

So far, advertising support has 
already been offered by the drug 
industries for a campaign on treat- 
ment of veterans, but advertising 
plans for other segments of the 
veteran’s program are in a nebu- 
lous stage. 

For the present, government of- 
ficials are giving priority to vet- 
eran’s information material on em- 
ployment, education and _ insur- 
ance. The veteran’s claim to his 
old job, how to get a new job; his 
right to a government job, or to 
a college education are urgent in- 
formation objectives. What he 
should do about his National Serv- 


H. E. 


LEWIs., 
President, 
Jones & Laughlin 
Steel Corporation 


Distributing 


Faeilities” 


**Truly it is a pleasure to take advantage of this opportunity . . . 
to reaffirm our faith in the future of Pittsburgh. 


*€All of us here engaged in the production of steel which will be 
used in peace time throughout the nation and the world in the 
manufacture of countless articles of daily use, feel that the pros- 
pects of this, the Pittsburgh district, are very promising indeed. 


“The Pittsburgh district is situated in the very center of manu- 
facturing in the United States. It enjoys superior distributing facili- 


ties by rail, river, highway and airway. 


It possesses close-at-hand 


supplies of inexpensive bituminous coal and low-cost electric 
power. The labor supply is ample in normal times. The district, 
therefore, offers. great opportunities as the site for any industry 
looking for a place to manufacture and distribute products, espe- 
cially if they require any quantity of steel.” 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE WITH OFFICES IN PRINCIPAL CITIES 


Advertising Age, February °>) jo4% 


ice Life Insurance is anoth 
Number Two priority . 


: A dJects 
include hospital care, med aj ;_ 
tention, readjustment allo: ances 
loans for homes and _ bus negse,’ 


In a third priority group ave gy}, 
subjects as disability pensi 
come tax responsibilities 
buttons and mustering out ay, 


Home Front Role Stre-seq 


The program book deals in de. 
tail with possible misunderstang. 
ing that may arise betwern vet. 
eran and civilian over their re. 


spective war roles. “Certa’:ly the 
word ‘sacrifice’ in connection with 
anything the civilian has cone jg 


woefully inept and inaccurate 
compared with the immensely 
great contribution of the fighting 
man,” the book says. 

“But nearly all civilians haye 
done what has been asked of 
them, and have been more thay 
willing to do as much more as wa 
necessary. The Army and Nay 
recognize this fact and are making 
every effort to tell the arme 
forces of the job on the home fron 
so the men in uniform will no 
leave the service with a false im 
pression.” 

While not suggesting that an in 
formation campaign be buij 
around the facts of civilian wa 
effort, the book points out that 
factual information about home 
front production “may be usefully 
incorporated in other phases of thd 
program.” The|campaign book con 
tains the detailed record of wa 
production as reviewed by Wa 
Mobilizer Jimmy Byrnes in a re 
port to Congress in January. 


Sentimentality Scanted 


Treatment of veterans highlight 
the second phase of the program 
devoted to easing readjustment. | 
starts with a warning that “be 
cause the treatment of the veterar 
is the most dramatic topic in thé 
veteran’s information progran 
there is danger that it will bé 
overstressed at the expense o 
other equally important cam 
paigns. 

“So it is advised that this fac 
be kept in mind when messages 0 
campaigns are planned on|the sub 
ject, and that whatever is planne 
be considered in the prospective 
other veteran’s informational cam 
paigns.” 

The campaign book gives de 
tailed instructions on the hanaling 
of wounded veterans, but it warns: 
“By far the largest number of vet 
erans will be normal, and of soun 
mind and body. They will need 
special treatment, no special at 
tention. They may, however, }4 
somewhat different from the me 
and women, or boys and girl 
which they were when they wen 
away.” 


Two Join Burton Browne’ 
Agency Moves Offices 


E. J. Conlon, recently dis 
charged from the U. S. Navy 
has joined Burton Browne Aé 
vertising, Chicago, as account ex 
ecutive. He was with the Norg 
division of Borg-Warner Cor 
poration before entering servitt 
Claude Carter, recently directo! 
representative in Texas of Soul! 
western Bell Telephone 0 
pany, has also joined the agen‘ 

Burton Browne offices rece! 
ly were moved to 619 N. Mic 
igan Ave. 


THE KEY THA! 
OPENS THE DOO? 


to future sales in 


the Perrolcum In- 


dustry, world wide 
coverage. Tell your 
story to this vast audt- 
ence—they are buying 


NOW 


( plete « race of 


WORLD PETRO.<U 


Under the Managementof 
REX W. WADMAN ”~* 


2 WEST 45TH STREET » NEW YC 
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“What the world needs 


is engineers who can create 


new industries’... says 
Dr. E.F. W. Alexanderson of 


General Electric Company 7 


Speaking recently before a distinguished gathering 
of engineers Dr. Alexanderson said, “While William 
James racked his brains to find the moral equivalent 
of war, Thomas Edison had a different approach. He 
did something about it and founded the electrical 
industry — Now a new generation of electronic engi- 
neers has already grown up — They will revitalize 
their industry with new experiences, new tools and 
new ideas.” 


Dr. E. F. W. Alexanderson of General 
Electric Company—holder of over 300 
important patents and recipient of 
the Edison Medal, highest award in 
electrical engineering. 


With these sentiments 


POPULAR SCIENCE Monthly FULLY AGREES 


To advertisers, the 650,000 alert 
readers of POPULAR SCIENCE are of 
exceptional importance. They are 


a Indeed, the new generation is al- 
a ready “on the march.” In electronics 
and a hundred other fields of en- 


HE LIKES MACHINES 


...has a knack for me- 
chanics and mathematics. 
Naturally he reads the 
science magazines, 


NEV YORK «© CHICAGO 


deavor they are speeding the war 
production program — and shaping 
America’s industrial destiny. From 
these “know how” men will come 
the leaders who will create the new 
industries that will insure maxi- 
mum postwar employment. 


And thousands of such men, 
every month, read POPULAR 
SCIENCE Monthly. In it they find 
just what they want. For them 
POPULAR SCIENCE stretches and 
stimulates the imagination. More 
than that, it is an essential source of 
useful and practical suggestion. 


Spearhead for Post-War — 


THE NEWS-PICTURE MAGAZINE OF SCIENCE AND INDUSTRY 


CLEVELAND «+ DETROIT - 


LOS ANGELES - 


not only first informed, but they are 
first to buy. For the manufacturer 
with a new and better product they 
are a first market for postwar sales. 


You can reach some of these men 
through other magazines. You can 
reach all of them only through 
POPULAR SCIENCE Monthly. 
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SAN FRANCISCO 
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Who Gets the Business? 


A spokesman for the National 
Electrical Manufacturers’ Associa- 
tion recently predicted that during 
the first three years of peace, more 
than $1 billion will be spent for 
extending central station service 
to farms and in the purchase of 
electrical equipment for farm use. 
This impressive figure is in line 
with recent developments, which 
have brought the farmer into an 
important position as a purchaser 
of electrical products and other 
industrial and mechanical equip- 
ment used on today’s modern 
farms. 

The broadened demand for new 
types of machinery and equip- 
ment for farm use, including elec- 
trical appliances for household op- 
eration, has raised some interest- 
ing questions as to the types of 
distributors who are in the best 
position to supply the market and 
develop maximum sales. 
manufacturers have found present 
types of distributors, including 
farm implement, hardware, plumb- 
ing and heating and other types 
of dealers, satisfactory in getting 
their products into farm use, and 
plan to continue the selection of 
dealers on the basis of individual 
ability to do a good selling job. 

One of the difficulties which 
those who are developing farm 
distributors for the first time have 
experienced is variations in retail 
sales costs, which must be trans- 
lated into dealer discounts. Farm 
implement dealers, for example, 


You Can’t Get Ahead of the Public 


New York state is now in the 
throes of bitter argument over the 
merits of an anti-discrimination 
bill which 
penalties on employers for prac- 
ticing discrimination in the selec- 
tion of workers because of race, 
creed, color or national origin. 
Violation would be a misdemeanor 
punishable by fine, imprisonment 
or both. A five-man board, whose 
members would receive $10,000 a 
year each, would be set up to en- 
force the law. 

Although both Gov. Dewey and 
Mayor LaGuardia are strongly in 
favor of the measure, Robert 
Moses, New York City Park Com- 
missioner, has made what seems to 
us to be a convincing statement 
in opposingethe bill and suggest- 
ing the creation of a fair employ- 
ment commission which would 
work with employers and through 


Many | 


would impose severe | 


NETWORKS 
ED 


have not enthused over a dealer 
policy which has allowed them a 


—Fitzpatrick, in the 
St. Louis Post-Dispatch 


mere 10% for selling electric mo- 
tors. On the other hand, it is il- 
logical for retailers to apply to 
products for which a demand has 
been created the percentage of 
overhead cost which has been es- : 
tablished on a volume of business | Boxers in Ads 

made up principally of slow mov- One of Ad-libber’s ring - wise 


ing items for which a long dis- | Colleagues, learned in the art of 
count is necessary. fisticuffs, thinks that this column 


The farm field is not the only should chronicle his reactions to 


: , 4 the two boxers-in-ads letters 
one in which the question of how which appeared in Voice of the 
much it costs to move goods} Advertiser Feb. 19. 
through a given channel has to be| «,s yr, Thrasher (who com- 
given careful consideration. For| plained about the tough mugg who 
example, certain products can be} was about to throw his Sunday 
sold both by grocers and drug-/ punch at the ringside crowd) will 
gists, but because the druggist’s|take a ruler and extend the ring 
cost of doing business is higher,|/TOPe lines he will see there is 
many companies in this category | Plenty of room for a beaten fighter 
|prefer to sell through grocers. to be crouched in the awe <8 
| Some students of the expanding fighter, if Mr. Thrasher will now 
| 


: |extend his imagination, who just 
farm- market for electrical goods caught a left hook to straighten 
feel that 


maximum sales and/ him up and who is about to catch 
lower costs would be obtained by that poised right,” expounds our 
the development of new types of) slugfest expert. “That the feet of 
dealers, geared to the promotional | the fighter shown are not ‘set’ as 
and creative type of selling char-| Well as they might be from an ex- 


lup to the visible fighter’s con- 
ness. They may not be needed, fidence that his opponent is not 


ias far as physical facilities are able to step quickly to the left 

concerned, but it might be well! «a, for the ‘pillows,’ Mr. Cran- 
for those now handling farm | qall correctly questioned the RCA 
equipment business to recheck | ad. Professionals wear eight-ounce 
their sales costs for new types of| gloves in the ring, much smaller 
products in the light of the sales | than those shown in the ad. Their 


professional fighter driving home 
an uppercut with his right would 
| keep his own chin on his chest, 
| while his left arm and glove would 
| be close to the left side of his body 
|moral suasion and education en-!and head. The other gent should 
deavor to remove admitted dis-| get a haircut and go back to his 
| criminations. |comptometer, or stay as sweet as 

He pointed out that minorities he is and write Valentine verses. 
now eager to create the proposed | Both of them, as a matter of fact, 
commission might establish a Ges- | were not cast right, looking as 


‘ | they i h 7 hich - 
| tapo which would harass employ- | pling Be kod 7 on 


~ to such an extent as to drive| por his part, your Ad-libber 
jmany of them from the state.| would rather discuss the rebellion 
Business interests in New York | of the Boxers. 
|City have joined forces with Mr. | . : 
'Moses in opposition to the pro- |More Air for Girls 
/posed measure. If this country is not air-minded 
Those who would substitute | after the war, the fault will cer- 
force for education on such ques- | tainly not lie with Oliver L. Parks. 
tions as this should learn from ad- This doughty airman is not —— 
Wes oR ; : | tent to teach males all about avia- 
vertisers that it doesn’t pay to get | tion, including flying. He has just 
too far ahead of the public. No announced the opening of the Ala- 
law can be enforced which does|}1ma Institute of Aeronautics as 
not have public acceptance and | resident school for young women 
approval, and it is doubtful if| who wish to fly. 


such a measure as that now being| The Alabama Institute is located 


edly have. 


considered at Albany would qual-| on the 250-acre Hargrove Van De 
| Graaff Field, outside of Tuscaloosa, 


ify on this score. 


acteristic of the appliance busi- | Pert’s point of view can be chalked | - 


potential and speed of turnover] Positions, incidentally, betray them | 
which these goods will undoubt-|@S back yard amateurs, since a | 


and the training course which the 
|;resident women students will get 
| consists of 12 weeks in which they 
i will absorb 42% hours of flight 
and 165 hours of classroom train- 
ing, as well as 60 hours of physical 
training. 


All Out for Truth 


Jenny, Cincinnati specialty shop, 
ran a big ad in the local papers 
last week with a refreshing copy 
slant. Headed, “Like fish stories?”, 
|it asked: “Do you like to be en- 
tertained ad-itorially . . . amused 
by those tall wonder-tales of the 
importance of non-essential busi- 
jnesses that do just about every- 
|thing but take credit for fighting 
|}a winning war? ... The only way 
i are of any importance to the 
real job at hand is with the sizable 
|chunk of income tax we send off 
|to Uncle Sam .. . We are a ladies’ 
apparel store and nothing more 
. . We think we may brag... 
but not for the reason that we be- 
lieve that old gag that fine feath- 
ers are important to the female 
morale, but because as long as 
there are women, they will dress 
up for the men and it might as 
well be us who dress them up!” 

The conversation in this ad, as 
It’s too bad 
|that the bright young miss (pre- 
sumably) who thought it up also 
had to think up the notion that it 
should be set in an illegible 8 pt. 
bf type stretched over lines 10% 
inches long. 


|w say, is refreshing. 


Jottings 

Dr. O. H. Caldwell, editor of 
Electronic Industries, has issued 
season passes to his Cos Cob, 
Conn., neighbors to attend nightly 
showings in the Walden Woods 
| Television Theater. Actually it’s 
the living room of his home and 
‘the idea is to get people accus- 
tomed to seeing televised shows. 
Once they see television, most 
televisers think, they’ll want their 
own set... 

North American Aviation’s cur- 
|jrent magazine ads are using a 
|refreshing technique to put over 
|urgent war messages. One ad, 


for example, has this message in 


planes, Waste Fats helped arm 
them, Waste Paper helped ship 
|them, Gasoline flies them. 
You help deliver the next squad- 
ae 


| promoting B-25 Mitchell bombers, | 


smaller type—“Bonds bought these | 


Will | 


Advertising Age, February 26. 


The following documents may 
be secured without charge ‘rom 


companies sponsoring the; or 

through ADVERTISING AGE, ) an, 

national advertiser or adver‘ ising 

agency executive writing o» his 

business letterhead. 

No. 2478. Some Women Yo, 
Should Know ... and Vice 
Versa. 


Rhyming couplets and cartoon 
illustrations take the dryness out 
of this survey report, but the 
facts and figures are here, never- 
theless, to provide an appraisal of 
the women readers of Hillman 
Women’s Group (Real Romances. 
Real Story and Movieland) and 
their families, as buying prospects 
for advertised products. 


No. 2479. Sinbad the Sultan. 


Another statistical story in a 
lighter vein is this readership re- 
port issued by Boot & Shoe Re- 
corder. Following a fable about 
Sinbad the Sultan, great-great- 
great-grandson of Sinbad the Sail- 
or, the booklet tabulates percent- 
ages of preference for B&SR among 
department store shoe buyers. 


No. 2480. Magazine Data Sheets. 


True Story has _ issued | this 
pocket-size folder which is similar 
to a set issued some time ago, but 
in new format and containing new 
information. The data _ covers 
women’s service, general monthly 
and weekly magazines, and in- 
cludes a detailed study of circula- 
tion comparisons, readership, ad 
cost, linage and revenue, and an 
editorial analysis of the magazines, 


No. 2404. Something New Has 
Been Added to the Philadel- 
phia Story. 

New population estimates for 
metropolitan Philadelphia, and re- 
definition of the Philadelphia trade 
area to include 14 counties form 
the basis of this new market study 
issued by the Philadelphia Record. 
A detailed circulation report for 
the ABC city and retail trading 
zone and for the “plus coverage” 
outside is included with market 
data. 


No. 2447. Postwar Dayton Will Be 
Bigger and Busier. 

The strong postwar position of 
Dayton, O., is the subject of this 
booklet, which contains reprints of 
a series of eight advertisements 
which have been published in ad- 
vertising and publishing business 
papers. The series, placed by the 
Dayten Journal-Herald, points out 
Dayton’s industries and products 
made by them, the area’s farm 'D- 
come, and expansion plans \/1!¢! 
already have been blueprint: 


No. 2448. The Postwar Re way 
Market for Manufactur< 

Simmons - Boardman Pub) hing 
Corporation has issued this 100- 
page booklet, in which the © ‘tors 
of Railway Age predict a pc ‘wa 
market exceeding the ap) 0% 
mately $1.2 billions annw ly 
which the railroads have p= 
with manufacturers in the pas 
three years. The booklet °° 
with an appendix which giv ~s 
principal statistics on whic. 
| conclusions in the text are 5¢° 
and includes purchases | ’ 
railroads of some of the +4” 
items in a tabulation co  “s 
several years. 


| No. 2417. Tri-Cities. 

This new folder tells a p 
tion story of the Tri-Citic 
|and pictures the postwar 
facturing outlook, as set f r 
the Moline Dispatch and ~° 
Island Argus. 
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Nor the Power 
of the magazine which 
has the largest 
audited circulation 
of ANY magazine, 
given it exclusively 
by women. 
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WLW Would Train 
Experts in Video 
for Ad Agencies 


Technical Talent 
Seen as Big Problem 
in Creating Shows 


Cleveland, Feb. 20.—The future 
of radio lies in television, which 
can do everything AM and FM 
can do and a lot more that it can- 
not do, but it will not develop 
much in the first few postwar 
years unless advertisers and agen- 
cies give it very close and intelli- 


gent support. 

This opinion, along with details 
of a plan under which agencies 
might obtain experienced tele- 
vision experts, was expressed here 
Thursday by Richard Hubbell, 
production manager of the broad- 
casting division and television pro- 
gram head of Crosley Corporation, 
Cincinnati, speaking at a regional 
meeting of the American Associa- 
tion of Advertising Agencies. 

The chief bottleneck after the 
war, he said, will be in skilled 
television acting, writing and tech- 
nical employes. The problems of 
manufacturing good receivers at 
reasonable prices and of setting 
up high-power television trans- 
mitters in desirable market areas 
have been or certainly will be 
solved by Crosley and others in 
the field, he said. 

Some broadcasters “have opened 
wide their studios to almost any- 


Are You Interested in the Tremendous Purchases of Catholic Churches, Schools and Institutions? 


CHURCH PROPERTY ADMINISTRATION 


Covers the Field----From Coast to Coast. 


Published Bi-Monthly at Milwaukee, Wis. 


one who wanted to come in and 
play house, and the resulting pro- 
grams have, in my opinion,” he 
said, “retarded rather than ad- 
vanced the art of television pro- 
gramming.” Others, seeking to 
protect their investment in tele- 
vision, and knowing that with im- 
properly trained crews production 
costs mount sky-high, have not 
allowed agencies or others to co- 
operate in programs, he added. 

Crosley, Mr. Hubbell said, has 
a proposition to make to agencies 
and advertisers by which they and 
broadcasting may solve the crew 
bottleneck. 

First, he explained, Crosley 
would undertake to build and op- 
erate a number of powerful trans- 
mitters and excellent radio studios. 

“It would staff the studios with 
top-notch crews, working full-time 
on television, devoting every en- 
ergy to its development. These 
crews would be brought in and 
trained in the basic principles. 
Others will come with movie, 
radio, theater, newspaper, and ad- 
vertising backgrounds, but they 
will all start from the bottom and 
learn everything, from sweeping 
the floor to operating a camera to 


producing, writing and managing.” 


INTERNATIONAL—U. S. and Cana- 
dian flags join in making the design 
for this crest adopted recently by the 
International Affiliation of Sales and 
Advertising Clubs. 


Agencies, he continued, would 
have to dovetail their activities 
with that arrangement. Crosley 
would keep agencies informed of 
every development. 

“As soon as studios are built 
and the first crew trained,’ he ex- 
plained, “we would invite agencies 
to send their television directors, 
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Sell the Engineer- 


easy steps J =~ to sell 


the metal working industries... 


Contact the man who specifies engineering ma- 
* terials and production methods...the ENGINEER. 


85 per cent of Metals and Alloys’ circulation of over 
15,000 is delivered to men who function as ENGINEERS. 


# 9 Contact the Engineer in a medium he will READ, 
* as well as receive. 


Metals and Alloys is READ by this Engineer for it speaks 
his language and concentrates on his problems as does. 


no other industrial publication. 


IMPORTANT GUIDE-POSTS: 


During the past 5 years, Metals and 
Alloys’ net paid circulation in- 
creased 78%—and entirely by mail! 


During the same period, Metals and 
Alloys’ pages of paid advertising 
increased 280%! 


Yes, suppliers to the metal working 
industries are fast deciding that the 
engineer is their key man—and that 
he can best be sold through METALS 
and ALLOYS. 


a ~~ — omen _ _ 
_ REINHOLD PUBLISHING CORPORATION, 330 W. 


Sell the Engineer when he is in his most un- 
* hurried and most receptive mood. 


75 per cent of Metals and Alloys readers receive it in. 
their own homes! 
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METALS 
ALLOYS 


The Engineering Magazine of the 
Metal Working Industries 


42nd STREET, NEW YORK 18, N.Y. 
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writers, time buyers, and © xeqy_ 
tives to observe operations, styq,, 
our methods, and sit in or pro. 
gram conferences to sugges way. 
in which our shows mig ‘it jp 
adapted to the needs of ¢ ient, 
and to work out new comn erciaj 
program ideas for audition py. 
poses and, if they appeal to a ¢j_ 
ent, for subsequent sale and jroaq. 
cast. Just as rapidly as the «zene, 
men get the hang of televisioy the, 
can participate in a greater de. 
gree.” 

This plan, he pointed ou‘, wij 
build up the television mediyp 
that advertisers need. In addition, 
it will benefit agencies. 

“It is to the agency’s advantage 
to get skilled television people a; 
rapidly as possible,” Mr. Hubbelj 
said. “We would like to help the 
agencies in this for the simple reg. 
son it would be mutually advan. 
tageous, because it would develop 
television more rapidly. 

“Accordingly we propose the 
possibility of supplying agencies 
with skilled writers, directors ang 
executives. We would take in tal- 
ented novices, place them under 
contract, train them from the 
ground up while on a good salary, 
then let them find their own niches 
in staff work, and when they have 
proven themselves, make _ their 
contracts available for sale to 
agencies, subject, of course, to the 
individual’s approval.” 


Proprietary Ass’n Sets 
Up Information Office 


An Office of Pharmacal Infor- 
mation has been established by the 
Proprietary Association of Amer- 
ica, with Dr. Frederick J. Cullen, 
association executive vice-presi- 
dent, in charge. The new office 
will assemble information concern- 
ing scientific developments in the 
packaged medicine field for dis- 
semination to physicians, health 
commissioners, health groups, 
teachers, drug associations, and to 
all media of information. 

OPI will issue news letters cov- 
ering research, both within the in- 
dustry and independently. 


Oklahoma State Sales 
Tax Collections Increased 


10.91% 


1943 


1944 
July 1 through December 31 
. 

In the Tulsa Area 
OKLAHOMA'S 
NO. 1 MARKET 


lus rich bonus counties in 
ansas, Missouri & Arkansas 
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dis- These are the years of love and courtship, of marriage, and the 
d to coming of children. These are the years of home planning and home 
in- making — the acquiring and replenishing years. 

This is the period in a woman’s life when buying habits are formed 
— preferences established. It is the best time to win her loyalty and 
good will — while she is most actively ambitious for herself, her fam- 
ily, and her home. 

From 18 to 35 are the peak buying years because that is when the 
top usage of major products is reached —in cosmetics, toiletries, 
electric appliances, washing machines, radios, new cars —in a large 
variety of standard merchandise used in and out of the home. 

83.9% of the 840,000* SECRETS buyers are from 18 to 35 years of 
age. They are the Peak Buyers who create the heaviest demand for 


your products. SECRETS, by its editorial program of Dramatized Self- 


Improvement, has developed a high degree of accepti- 
bility for your advertising campaign. SECRETS recent 


survey gives all the facts and figures. Ask to see it. 


*Each copy of SECRETS is read by the purchaser and four intimates of 
her circle. This data based on survey of SECRETS readers. 


Scotti 


“The Magazine of Dramatized Self-Improvement” _. -- 


67 West 44th St. 100 No. LaSalle Street 403 West 8th Street la 
New York 18,N.Y. Chicago 2, Ill. Los Angeles 14, Calif. a hs 
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ANPA Ad Bureau 
to Announce Sales 
and Retail Heads 


New York, Feb. 22.—The sales 
committee of the Bureau of Ad- 
vertising, American Newspaper 
Publishers Association, meeting 
here this week, was scheduled to 
pick from three surviving candi- 
dates a new sales manager for the 
bureau under its expansion pro- 
gram, scheduled to go into effect 
on March 1. After the sales com- 
mittee meeting members said that 


the new executive had not been!chairman of the sales committee 


|determined and probably would 
not be “for two or three weeks.” 

The retail committee of the 
Newspaper Advertising Executives 
Association, which will supervise 
the new retail division of the bu- 
reau, also met here this week. 
Charles Davis of the Providence 
Journal-Bulletin was elected a 
member of this committee, headed 
by James W. Egan Jr., New York 
Times, and other changes were 
planned to insure a wider repre- 
sentation of smaller newspapers in 
the retail program. 

Henry W. Manz, Indianapolis 
Times, president of the NAEA, is 


A Nationwide Sur- 
vey of Radio and 
Electronic Techni- 
cians’ Reading 
Habits sent free on 
request. 


of the bureau. 


Stevens, Hope Merge 


Effective March 1, the Larry 
Stevens publicity organization will 
merge with Hope Associates Cor- 
poration, New York, specialist in 
musical and commercial publicity. 
Larry Stevens becomes vice-presi- 
dent in charge of sales for the 
Hope organization with F. F. Win- 
ston as general manager and M. B. 
Francis as chief account executive. 


Graybar Appoints Two 


E. Lex Bacon and Ray C. Bab- 
cock, with the advertising staff 
of Graybar Electric Company, Inc., 
New York, have been appointed 
assistant advertising and _ sales 
promotion managers. Mr. Bacon 
will handle promotion of the elec- 
trical supply lines and Mr. Bab- 
cock, the merchandising of elec- 
trical appliances and promotion of 


Woolworth Sales 
Hit $460 Million 

Sales of F. W. Woolworth Com- 
pany in 1944 established a new 
record of $459,847,395, compared 
with the previous high mark of 
$439,009,003 in 1943. Despite a 
$5,000,000 larger tax. bill, the com- 
pany’s net profit increased to $22,- 
819,113 from $21,951,965 in 1943. 

The company announced the re- 
tirement of Charles Sumner Wool- 
worth as chairman of the board 
and his appointment as honorary 
chairman of the board. He con- 
tinues as a director. 


‘ ‘ 
Vogue,’ ‘Glamour’ Up 
The black-and-white page rate 
for Vogue will be increased from 
$1,900 to $2,000, with color rates 
remaining unchanged, effective 
with the Aug. 1 issue. New rates 
for Vogue Pattern Book, effective 
with the October-November issue, 
and for Glamour, effective in Au- 


Advertising Age, February °5. 


600,000 Magazix 
with Ads React 
GI's Overseas 


New York, Feb. 22.—A 
mately 600,000 copies of 14 
Magazines carrying ad\ 
ments currently reach the 
000 members of the armed 
overseas. These figures, whi 


editions, are based upon su! 
exchange and Navy stores. 


Collier’s in first place with : 


clude pony and non-adv« ti 
tion lists and sales to Arm, 


A breakdown of the list rey 


1945 


eS 


of 90,010 copies sold to persons jy 


the armed forces. In second place 
is Life with a total of 8,425 copie; 
sold. The Saturday Evening Pos 
ranks third with 80,808, and fs. 
quire follows with 73,846. 
Percentage-wise, however, the 


Buyers ¥ 


PRINTING PRODUCTS CORPORATION 


Equipment and 


SPECIALISTS IN THE PRINTING OF 


CATALOGS e PUBLICATIONS 


and printing requiring the same kind of equipment and organization to produce, 

such as Booklets, Price Lists, Flyers, House Organs, Convention Dailies, Proceed- 

ings of Conventions. Directories, College and Institutional Year Books, Paper 
Covered Books, Larger Quantities of Circulars, ete. 


HERE is a large volume of the kind of printing Printing Prod- 
ucts Corporation is best equipped and organized to produce, so 
if in doubt, it is best to write or phone what is wanted and informa- 


Organization is 


Printing Counsel is 


gy sai electrical communication equip-/| gust, will be carried in revised 
tl a ment. |rate cards to be issued shortly. 
a 


Should Know What 


Can Do For Them 


unusual — 
given on 


tion will be promptly given. 


Here is complete equipment and organization to handle all or any 
part of printing orders in which we specialize — from ILLUSTRA- 


TIONS and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. - 


Business methods and financial standing are the best, which state- 
ment is supported by customers, supply houses, credit agencies, First 
National Bank of Chicago and other banks. 
rates Printing Products Corporation and associates over $1,000,000 highest 


standing. 


because of up-to-date equipment and best workmen. 
because of automatic machinery and day and night operation. 
because of superior facilities and efficient management. 
A printing connection with a large, reliable printing establishment will 


save much anxiety regarding attentive service, quality and delivery. 


WE ARE STRONG ON OUR SPECIALTIES 


Fioducls Corporation 


FORMER ROGERS 


Si 


LUTHER C. ROGERS 
Chairman and 


Management Advisor 
L. C. HOPPI 
First Vice-President. 
Assistant Chairman 
and Managing Director 
A. R. SCHULZ 
President and 
Director of Sales 


PROPER QUALITY 
QUICK DELIVERY 


RIGHT PRICE 


NATIONAL AND LOCAL 


Operation is Day and Night. 
Economical Production and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations. 


Dun & Bradstreet, Inc., 


(The former 


setting. 


desired. 


as fast as 
Mailing 


service as 
completed. 


printing is 


& HALL COMPANY) 


PRINTER SPECIALISTS 


Artists °¢ 


Engravers * 


Electrotypers 


Telephone Wabash 3380—Loeal and Long Distance 


POLK AND LA SALLE STREETS, CHICAGO 5, ILLINOIS 


the great central market and 
distributing point. 


~ 
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a 
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A large, efficient and completely 
equipped printing plant. 


Rogers & Hall Com- 


pany plant) 


New Display Type 


for all printing orders. 
Clean Linotype, 


Monotype and Ludlow type- 


All Standard Faces 


of type and special faces, if 


Good Presswork — 
one or more colors. 


Facilities for Binding 


the presses print. 


and Delivery 


fast as copies are 


A SAVING is often obtained 


in shipping or mailing when 


done in Chicago, 


H. J. WHITCOMB 
Vice-President and 
Assistant Director of 
Sales 
L. C. HOPPE 
Secretary 


W. E. FREELAND 
Treasurer 


magazines shape up differently 
with Esquire topping the list with 
9.9% of its circulation going over. 
seas. In second place is The Ney 
Yorker with 6.53% and in third 
place is Pic with 5.80%. 


‘Ponies’ Go to Subscribers 


The slight showing of such top- 
notch magazines as Time and 
Newsweek is due to their policy 
of sending pony editions via first 
class mail to all subscribers with 
either an APO or FPO number. 

Not included in the individual 
list, but high on the service pref- 
erence list is the Street & Smith 
fiction group with total sales of 
80,524. One of the oddities in the 
overseas subscription sale is the 
82 copies of Parents’ Magazine 
sent abroad. 

The 14 leaders and their over- 
seas sales are: 


a eee es ee 90,010 
gee yi ane eee 85,425 
The Saturday Evening Post 80,808 
Ey hades b.4 pHa tA0-682.5 * 73,846 
MSE De 8 cb inle eratanktasa ta 3% 67,502 
American Magazine........ 55,676 
8” ghee et eee 43,862 
aS a ee oe ee 35,027 
Se 5 Sik hikes 30,227 
ane mew Yorker ...... 2... 15,199 
lg eee ees oe 10,936 
a are 6,364 
eee are { Ponies 
fy. we Og eee eee eee ) only 


An interesting sidelight on the 
type of magazines going abroad is 
the 14,250 copies of the Mactfad- 
den “romance” group. The top 
figure among magazines of this 
type is chalked up by True Story, 
with 7,530 copies. 


Safeway on NBC 

Safeway Stores, Oakland, Cal. 
for its Nu-Made mayonnaise, on 
Feb. 26 will begin sponsorship of 
“Something New,” a variety pro- 
gram featuring Hoagy Carmichael 
with guest stars, on the NBC-Pa- 
cific Coast network, 6 p.m., P\T. 
Foote, Cone & Belding, Los Anzge- 
les, is the agency. 


COLLINS, MILLER © 
HUTCHINGS 


PHOTO-ENGRAVER. 


207 North Michigan Ave 
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Man, by nature, is the experimenter, the 
originator, the explorer of new ideas. 


Woman, essentially more conservative, 
passes judgment and decides which ideas 


shall be accepted. Around this partnership 
of functions revolves a three billion dollar 
industry —fourth largest in our economy. 


To serve woman’s specialized interest in 
fashion requires an editorial technique 
that understands how women think and 
feel, not only about the clothes they wear, 
but also about the world they live in. 


McCall’s fashion pages, reflecting this 
intimate understanding, have a unique 
appeal to women who help set fashion 
standards for the nation. Evidence? Every 
month in the year more than a million 
and a half McCall patterns are bought 

by women who look to McCall’s for 

ideas and guidance. 


This is the kind of editorial influence that 


has made McCall’s a magazine to live by 


for more than 3,500,000 women. 


THREE MAGAZINES IN ONE 


Ben Reig Dress Designed by Omar Kiam + Hat by John-Frederics lg 
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NBC Strengthens 
Program Control 
in 4-Point Plan 


Moves to Give Net 
Greater Freedom 
in Programming 


New York, Feb. 21.—Discontinu- 
ance of the advertiser abeyance 
list, network approval of replace- 
ment programs, elimination of 
artist control of time periods, and 
of cross refer- 
ences to a pro- 
gram by the 
same _  advertis- 
er on another 
network were 
announced by 
Niles Trammell, 
president 
of National 
Broadcast - 
ing Company, 
this week in a 
four-point plan 
of future “pro- | 
gram _ proced- 
ure.” 

The first 
point, on dis- 
continuance of the abeyance list, 
was announced by NBC on Aug. 
30, 1943. Reiterating this point, 
Mr. Trammell said that “time 


Niles Trammell 


periods which become open and | 


available will be filled by pro- 
grams which we consider most 


likely to meet the needs and 


wishes of the radio audience, re- | 


gardless of seniority of date of 
application for time by the spon- 


sor.”’ 
Won’t Tie Up Time 


Under Procedure 2, “replace- 
ment programs subject to accept- 
ability,” the network explains that 
“when an advertiser discontinues 
one program and wishes to re- 
place it with another in the same 


x OUMONT x 


TELEVISION 


on the air 


three evenings 
weekly... 


SUNDAYS 
TUESDAYS 
WEDNESDAYS 


8 TO 10 P.M., E.W.T. 


Mee. 


Experimental commercials 
are a feature of 


every program! 


DuMONT TELEVISION DEPARTMENT OF 
ALLEN B. DuMONT LABORATORIES, 
INC., PASSAIC, N. J. 


Television Studios 
and Station WABD, 
515 Madison Avenue, 
New York 22, N. Y. 


| approval 


period, the new program, as cur- 
rently provided in our facilities 
contract, shall be subject to the 
of NBC. In the ab- 
sence of such approval, we will 
continue to reserve the right to 
make the period available for a 
more acceptable program  sub- 
mitted by another advertiser.” 
Mr. Trammell emphasizes under 
Procedure 3 that “in the future, 
no artist or commercial program 
representative will be given spe- 
cial privileges or control over a 
particular period of time.” He 
added that, with a single excep- 


te 


tion (Jack Benny, Sunday, 7:30-8 
P. M.), “such control or assign- 
ment has never been authorized 
by NBC. The exception occurred 
a number of years ago when, with 
the full consent of his sponsor 
(then General Foods Corporation), 
the period occupied by the artist 
was assigned to him, completely 
subject, of course, to the approval 
by NBC of his future sponsorship 
and programs.” 


Can’t Plug Other Shows 


Under Procedure 4, the network 
announces that “effective May 1, 


Ay 
: 


Advertising Age, February 25. 


1945, no reference shall be made 
on any NBC network program to 
a program broadcast over another 
network. This does not exclude 
identification of guest artists with 
the sponsors of their regular pro- 
grams on other networks.” 

NBC believes that “reference to 
a program on another network at- 
tracts some portion of the NBC 
audience to it,” thus reducing the 
audience of the “NBC advertiser 
whose program is opposite the one | 
thus ‘advertised.” Y., has 

Explaining Procedure 2, Mr.j|appointed Royal. & de Guzmay 
Trammell says that the network | New York, as advertising counse| 


has terminated all existing 
ments on automatic renewal. 
ing the past four or five , 
we have accumulated 31 suc» ¢ 
tracts,’ he said, but here 
“every NBC contract will again be 
on the original basis of 52 
(or less), with 13-week canceljs. 
tion privileges to the advertiser” 


Saunders Valve Appoints 


Saunders Valve Company 4; 
| America, Mamaroneck, N. 


Puit Evans 
Director of 
Farm Service 


Bos Ritey 
Marketcaster 


For the 


By remote wire from KMBC 
Service Farms, 20 miles south 
of Kansas City, down-to-earth 
farm chats are broadcast three 
times daily. Modern farming 
methods are put into practical 
application, and 
share in the findings, 


sixth consecutive 
granted by the Kansas City livestock interests, 
including the stock yards company. livestock 
exchange and the traders exchange the exclu- 
sive right to broadcast official reports direct 
from America’s largest livestock building. 


listeners 


vear KMBC was 


Graduate home economists conduct both “The Food 
Scout,” informing listeners daily on best buys in 
produce by remote wire from the Kansas City food 
terminal, and “The Happy Kitchen,” cookery clinic 
to aid housewives with their wartime problems. 


Artuur B. Cuurcu 
Founder and President 
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CaRoLine ELLs 

5 C 

Women’s Commentator 
Homespun philosophy has made Caroline 
Ellis a network personality. Her “Happy 
Home” is widely recognized for the im- 
portant wartime service it provides home- 
makers throughout the Heart of America. 


Twenty-five years of radio have witnessed 
the growth of a great institution in the 
Heart of America known as KMBC of 
Kansas City —a basic CBS affiliate. In 
June, 1920, Arthur B. Church came to 
Kansas City to begin the building of what 
is today — KMBC, 
guidance, KMBC has become more than 


Under his pioneering 


just a radio station. Today it stands as a 
vital factor in the community life of almost 
two million middlewesterners. 


Kari KoerrPer 
Vice President and 
Managing Director 


KMBC is nationally known for the contrib 
tions of its executive staff to the progress « 
the broadcasting industry. In physical pro; 
erties KMBC marks radio’s 25th anniversat 
with newly remodeled and expanded office 
now on both the 10th and 11th floors of th 
Pickwick Hotel in Kansas City, 


Sam H. Bennett 
Vice President 
and Sales Director 
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ts eighth consecutive season of suc- 
ful Saturday night stands, KMBC’s 
Heart of America’s top radio-stage 


ideasting of the Kansas City Sym- 
ny, KMBC has the programs! 


advertising Age, February 26, 1945 
To Gartield & Guild 


Case-Swayne Packing Company, 
canta Ama, Cal., has appointed 
Garfield & Guild, Los Angeles, for 
, campaign on C-S food brands. 
touise Van Nuys has joined the 
agency as account executive. 


Mai! Eye*Catcher Book 


Eye*Catchers, Inc., New York, 
photographic advertising service, 
‘. mailing to subscribers its 1944 
vear book containing complete re- 
iegses for the past year. 


ee Se Ay 


New Whitehall Manager 


F. J. Solon Jr. has been ap- 
pointed general manager of the 
western division of Whitehall 
Pharmacal Company, a subsidiary 
of American Home Products Cor- 
poration, New York, formed in 
1944, combining the Anacin Com- 
pany, the BiSoDol Company, the 
Kolynos Company, and the Larned 
Corporation. Mr. Solon was pre- 
viously assistant to the vice-presi- 
dent and general manager of the 
Anacin and Larned divisions. He 
will direct administrative, sales 


and advertising from headquarters 
in San Francisco. Mr. Solon joined 
the American Home Products Cor- 
poration in 1941. 


‘Good Housekeeping’, 
‘Bazaar’, Open in West 


Good Housekeeping and Harper’s 
Bazaar will establish a joint fash- 
ion office in Los Angeles, to be 
the headquarters for editorial rep- 
resentatives who will report on 


style designs and productions of 
Pacific Coast origin. 


Janet Liv- 


ingstone, assistant to the Good 
Housekeeping fashion editor in 
New York since 1940, will be the 
publication’s editorial representa- 
tive. Adele Dillingham, fashion 
coordinator for Abbott Kimball 
Company, New York, before join- 
ing Harper’s Bazaar, will be the 
magazine’s West Coast editor. 


Form Davis-Hood 


Davis-Hood & Associates, gen- 
eral advertising agency, has been 
formed in Los Angeles, with of- 
fices at 618 S. Western Ave. 


sh Creek Follies” with stars from 
reat talent staff is recognized as 
dance to exclusive 


From barn 


ee 


James W. McConnetr 


Artist Bureau 
Head 


ait 


\fter leadership since 1941 in 
the field of experimental 
high frequeney transmission, 


KMBC-FM went on the air 
commercially in 1944 with 
perhaps the greatest schedule 
of anv FM station. Here is 
another Arthur B. Church for- 
ward step in ever broadening 
horizons—an extra service at 


no extra cost! 


Erte SMITH 
Managing 
News Editor 


Joun CAMERON 
SWAYZE 


KMB 


Of Course—KMBC-FM—an extra service at no extra cost 
SINCE 1928 — BASIC CBS AFFILIATE FOR MISSOURI AND KANSAS 


OF KANSAS CITY 


Free & Peters, Inc. 


Promotion 


what it 


—— 


ee 
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Henry GoopMAN 


Widely recognized for its department of full- 
time, expertly qualified newsmen, KMBC. is 
first with the news from both Associated Press 4 
and United Press wire services, 


Sam MOLEN 
Director of Sports 


KMBC’s sports coverage includes play-by-play 
accounts of important events plus twice nightly 
summaries from the field of sports. The “Three 


Ring Sports Circus” 


is one of radio’s most 


unique program ideas, 


has long played a 
prominent role in the successful 
operation of KMBC. “Practicing 
preaches,” a 
budget is set aside each year for 
furthering the sales and prestige 
of KMBC’s advertising clients. 


generous 


E. P. J. SHurick 
Director of Promotion, 
Press Relations and Merchandising 


| notice. 
| count 


| vision station 


19 


New Haven R.R. 
Returns to Colton 


New York, Feb. 22.—In connec- 
tion with the release this week of 
an annual statement advertisement 
in 178 newspapers in New York 
City and southern New England, 
the New York, New Haven & Hart- 
ford Railroad revealed that its en- 
tire account, estimated to run more 
than $250,000 a year, has been re- 
turned to Wendell P. Colton Com- 
pany. 

Last summer, Robert R. Lusk, 
then a partner of Pedlar, Ryan & 
Lusk, solicited and won the New 
Haven account for that agency, 
effective Oct. 1. The only part of 
it scheduled to remain with Colton 
was a special campaign on the 
Boston area. Russell Manney, who 
joined PR&L from Campbell- 
Ewald Company, Detroit, was to 
be the account executive. 


Early,in October, Mr. Lusk 
announced his resignation from 
Pedlar, Ryan & Lusk, effective 


Oct. 15. At that time, Sam R. 
Boyer, assistant to the president of 


| the New Haven in charge of adver- 


ave Pedlar & Ryan 90 days’ 
Last month the entire ac- 
reverted to Colton, which 
had had it for 18 years, and which 


tising, g 


‘had helped the New Haven gain 


national prominence with its “Kid” 


i series of advertisements in 1942. 


The annual statement ad sum- 


|marizes the war work of the New 
|Haven in 1944, “our greatest war 
year.” 


Arrid Gets Tele Test 


Carter Products, Inc., has begun 


|a series of 13 experimental pro- 


grams over WABD, DuMont tele- 
in New York, on 
Sunday nights, for Arrid deodor- 
ant. The program, a mystery 
drama entitled “The Thirteenth 
Chime,” was produced for Small & 
Seiffer, Inc., New York agency on 


'the Carter account, by Buchanan 


& Co., New York. Several differ- 
ynt types of television programs 
will be tested to determine audi- 
ence response. 


of these prominent 
Canadians say: 


MACLEAN’S 


Recently an independent research 
organization mace a survey of a 
group of men and women listed 
in the 1943-44 “Who’s Who in 
Canada.”’ These Canadians were 
asked “What do you consider the 
most important magazine in Can- 
ada today?” Maclean’s Magazine 
received far more votes than all 
other magazines combined. 


PERCENTAGE 
OF MENTIONS 


MACLEAN’S .. . 64% 
38 Other Magazines 36% 


(Note: Time 4.5%; Reader’s Digest 2.5%; Life 
0.8%; Fortune 0.2%—The standings of these maga- 
zines are given in view of their mention in a report 
of a survey by Time Inc.) 


We wish to thank these men and 
women for expressing their high 
opinion of Maclean’s; and to give 
our assurance that we will con- 
tinue our conscientious effort to 
fulfill the trust that has been 
placed in us as Canada’s most 


important magazine. 


MACLEAN S 


481 University Avenue. 


Toronto 2. 
New York Chicago Montreal London (Eng.) 
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Bakers Boost Red Cross Aids Future Merchants 


Doughnut Corporation of Amer- Sporting Goods Dealer, St. Louis, 
ica, New York, has prepared spe-| has issued “How to Start a Sport- 
cial material for bakers promoting |ing Goods Store” to aid prospec- 
the March Red Cross fund drive. | tive merchants, particularly those 
Posters, radio transcriptions, news-|now in the armed forces. The 
paper ads and booklets will be dis- | booklet deals specifically with cap- 
tributed to individual bakers | ital requirements, location, buying, 
throughout the country. merchandising and display. 


CARRIES THE 
LOAD / 


CBS OUTLET 


* 


Ask ANY BLAIR MAN OR US 7 


Salary-Plus-Bonus 
Trend Up; Expense 
Controls Surveyed 


Chicago, Feb. 21.—Most sales- 
men in the postwar period are go- 
ing to be working under salary- 
plus-bonus payment plans, and 
their expense accounts will be 
closely controlled. There will, in 
fact, be more salesmen working 
under these controlled incentive 
plans after the war than there 
were in 1941, in which last prewar 
year such plans covered 56% of 
salesmen, 

This finding is reported here by 
McClure, Hadden & Ortman, Inc., 
management engineering firm, in 
a 40-page booklet, “What’s Ahead 
in Paying Salesmen,” presenting 
results of a survey of nine manu- 
facturing industries on methods 
of compensating salesmen. 

The trend toward the salary, 
bonus and controlled expense pay- 
ments since 1934, when only 25% 


poe 


Advertising Age, February 2 


of the 100 manufacturers reporting 
used this plan, has been at the 
expense largely of the straight sal- 
ary plus expense payment plan, 
used by 42% in 1934 and by only 
17% in 1941. In the same period, 
companies paying straight com- 
missions declined from 17 to 15%, 
and those allowing drawing ac- 
counts against commissions de- 
clined from 16 to 12%, the survey 
shows. 


Expense Incentives Seen 


Although most of the companies 
report reliance on salesmen’s re- 
ports of actual living and travel 
expenses as incurred, or on pre- 
determined mileage allowances for 
auto travel, the survey shows a 
widespread new interest in direct 
controls over expense items. In 
1941, however, only 49% of all 
companies reporting provided 
bonuses for expense economies 
and only 16% of those not pay- 
ing cOmmissions used such in- 
centives. 

Reporting on salesmen’s net in- 
come, the companies as a whole 
reveal that salesmen earned an 
average of $4,466 in 1941 and $4,- 
770 in 1943; that clothing and 
shoe salesmen have the highest 
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Here’s a Worcester industry ready to 
take a million-and-a-quarter step to assure 
postwar stability in terms of trolley coaches, 
street cars and railroad passenger carrying 
equipment. Management labels the project 
“a large contribution to the national economy 


Blanket coverage of this market is 
available with the Telegram-Gazette’s 
circulation: over 130,000 Daily, and 
80,000 Sunday. City Zone Population 
235,125. City and Retail Trade Zones 
440,770. 
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of Worcester in relieving the lag in produc- 


tion employment which 


would otherwise 


almost certainly occur between cessation of 
war and resumption of what is believed to 
be large scale, peace time business. Thus it 
will aid in assuring continued employment 
to those now employed and also aid the 
ability of the company to offer more prompt 


employment to returning 


Remember this is sound evidence — and 
added evidence — of Worcester’s continu- 
ance as a major market at current war pro- 


duction levels. 


Th TELEGRAM -GAZETTE 


WORCESTER, MASSACH USETT 


OWNERS of RADIO STATION WTAG 


GEORGE F BooTH Pubtishe 


servicemen.” 


earnings, as do those paid s. !a;; 
bonuses and expenses; that 
income goes to food salesmen ay, 
those getting salaries and expense 
money but no bonuses. 

After the war, the compani« 
report, 53% of their number wij 
not change 1941 compensatio, 
plans. The remainder is divideg 
as follows: To pay a bonus baseq 
on profit, new accounts and ex. 
pense economy, 18%; 9% to pay 
salary plus bonus above «uot, 
8% to base plan on more s)ecif 
incentive factors; 6% to grant ip. 
centives at higher sales volume 
3% to increase salaries and “ro. 
duce the bonus percentage on per- 
formance’; 3% to adjust to post. 
war levels of salary and price. 


More Market Analyses 


Questioned on their reliance oy 
market analyses for determining 
sales quotas, 37% reply that they 
use market analysis at least jy 
part, 57% set quotas based o, 
salesmen’s past records modifie 
by executive judgment in consul- 
tation with salesmen, and 6% re- 
port using “other methods.” 

Of those paying bonuses, only 
12% report belief that volume of 
sales should be the sole factor in 
determining bonus. Thirty-eight 
per cent of the group say profi 
on sales should determine the 
amount of bonus. 

Single copies of the booklet may 
be obtained free on request to R. 
E. Runzheimer, director of mar- 
keting for the company, at 11] 
W. Washington St., Chicago 2. 


Mathes Elects Githens 
V.P., Publicity Head 


Perry Githen 
has been elected 
vice - president 
of J. M. Mathes 
Inc., New York 
where he will 
be in charge of 
public relations 
and _ publicity 
Mr. Githens 
was formerly a 
member of the 
editorial staff of 
Time, and was 
one of the orig- 
inal staff of Business Week. 


Perry Githens 


‘Home Monthly’ Appoints 


Home Publishing Company, 
Winnipeg, has appointed the fol- 
lowing representatives of National 
Home Monthly: J. G. Blythe, cur- 
rently covering the central United 
States territory, will add New 
York and eastern states; T. Meade, 
formerly with the RCAF and Mac- 
Laren Advertising Company, now 
covering western Canada, U. S 
Pacific Coast and Minneapolis and 
Dean Vaughan, recently with the 
RCAF, representing the magazine 
in eastern Canada. J. E. Brown, 
recently discharged from service, 
has joined the affiliated Stovel 
Business Publications, Toronto, as 
Toronto representative. 


Easy Issues Brochure 


Easy Washing Machine Corpo- 
ration, Syracuse, has issued t 
more than 8,000 distributors, deal- 
ers and foreign accounts a 0- 
chure on Easy’s record of past 
and future plans stressing cooper- 
ation with dealers, 68 years 0! 
specialization, public acceptance 
and sound postwar planning. 


Cover the Rich Lehigh Va! ey 
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Ever SINCE ancestor Adam got himself 
hs ribbed by Eve in Eden, this old world of ours has been a two- 
sexed affair. Pennzoil knows it . . . knows that it is wise to curry 
of the favor of male and female, husband and wife, son and daughter. 
= That’s why Pennzoil advertises in The American Magazine. It’s 
— edited with dual sex appeal . . . edited to double-expose Pennzoil 
ay advertising to millions of women and millions of men. . . multi- 


millions of aspirational Americans who buy The American 


' ; ; 
} Magazine on the newsstands, subscribe, or beg, borrow, or steal 


somebody else’s copy. Of equal interest is the fact that these middle The Happy Medium to 


millions still make 60 per cent of the nation’s purchases, after America’s Middle Millions 


savings and taxes. 


y 


CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. - 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN'S HOME COMPANION 
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NBC Press Realignment; 
Kalmus Handles Video 


Allan Kalmus has been named 
television editor on a full-time 
basis with the NBC press depart- 
ment, New York. Richard Con- 
nelly will take charge of NBC 
trade news, and Marian Chapman, 
currently writing publicity for net- 
work shows, will succeed Mr. Con- 
nelly as publicity head of WEAF, 
New York. 


DONT MUTHLATE 


YOUR MAGAZINES 


When business papers and general 
magazines come into your orgoniza- 
tion don’t cut them up. Route them to 
all departments and then use our 
service to handle your clipping work. 
Booklet No. 20, “How Business Uses 

Clippings” tells how we do it. 


BACON’S CLIPPING BUREAU 
BUSINESS 4 FARM GENERAL 
PAPERS WK PAPERS WK MAGAZINES 

221_N. LASALLE ST., CHICAGO 1, ILL 


Argentina Will Be 


No. 1 U. §. Market, 
Agency Men Told 


‘Reader's Digest' 
Executive Condemns 
Export 'Ballyhoo' 


New York, Feb. 20. — Whatever 
the people of this country may 
think of the powers that prevail 
there today, Argentina after the 
war will be the No. 1 market for 
United States goods, ~“‘with Brazil, 
Mexico and Cuba following closely 
behind,” Josiah B. Thomas, ad- 
vertising director, international 
editions of the Reader’s Digest, 
told the Media Men’s Association 
of New York last week. The as- 
sociation is composed of media ex- 
ecutives of advertising agencies. 

“Our exports to the 20 countries 
below the Rio Grande represented 


33% of our total overseas busi- 
ness before the war,’ Mr. Thomas 
added, “and will probably be 50% 
of our total for the first five years 
after the war.” Next in impor- 
tance to the above group would 
be Colombia, Chile, Peru, Uruguay 
and Venezuela. All the countries 
in both groups are making rapid 
strides in industry and are becom- 
ing more self-sufficient in con- 
sumer lines, he said, while other 
Latin American countries are 
small and unimportant economic- 
ally. 

Although Argentina’s 14,000,000 
population is only about 10% of 
the total of all Latin America, this 
country has “54% of the railroad 
mileage, 50% of all the telephones, 
55% of the motor cars and trucks, 
60% of outgoing mail, 61% of out- 
going telegrams, 55% of newsprint 
consumption, 50% of petroleum 
consumption, 57% of the educa- 
tional expenditure, and 43% of all 
the foreign trade,” he pointed out. 


Many Products Advertised 


Metropolitan Buenos Aires, with 
a population of more than 3,000,- 
000, has six general dailies, vari- 
ous foreign language newspapers, 
many magazines, some with circu- 


lations up to 200,000, and 18 radio 
stations. 

American products now being 
manufactured in Argentina, Mr. 
Thomas said, include Elizabeth 
Arden, Daggett & Ramsdell and 
Pond’s cosmetics; Coca-Cola; du 
Pont chemicals and rayon; Fire- 
stone, Goodyear, Kelly and U. S. 
tires; Frigidaire, G-E and West- 
inghouse refrigerators; Chiclets, 
Kraft cheese, and Corn Products; 
Ipana, Kolynos, Pepsodent and 
other dentifrices; G-E, Philco and 
RCA radios; Armour, Swift and 
Wilson meat products; Esso, Mo- 
biloil and Texaco; Gillette and Pal 
blades, and Colgate - Palmolive - 
Peet. 

He emphasized that “there has 
been too much ballyhoo about 
postwar exports. .. When the war 
ends, the few countries outside 
this hemisphere which will be 
fairly free trading areas and which 
will have money to spend will be 
Sweden, Portugal, Spain (unless 
political unrest breaks out), Tur- 
key, Egypt and the Middle East, 
and South Africa. 

“Of course, the rest of the 
world, including Britain, India, 
China and Russia, will be large 
purchasers of American raw ma- 


Yes ... parades go up and down the main streets, 
where the crowds are; for it isn’t a parade without 
eople to watch it, to cheer it, to lose themselves in 


its pageantry. 


That’s why parade goes where the crowds are 
- + » into 15 compact, checkable markets where 
2,000,000 readers watch and cheer parade’s weekly 
pageant of people and ideas. 

parade’s unique method of pre-editing, and of 
dramatizing a single character to tell the story of 


thousands, makes parade the best-read national 
magazine section. parade’s leadership in reader- 
ship — proved time after time in surveys — goes right 
through from cover to cover — including the 


advertisements. 


And the parade grows! In three years, parade’s 
advertising lineage has more than tripled. Let us 
show you how this unbeatable combination of 
ig and product can make your advertising better 
read, 


Advertising Age, February >) j9, 
terials and/or industrial | Chin 
ery, but you can be assur: tha; 
immediately after the wa the, 
will not waste precious do! ; 
change buying manufactur con 
sumer products except whe» the, 
absolutely have to.” . 


Gives Agencies Advic. 


Mr. Thomas outlined five metp. 
ods by which “your ageniy ¢a, 
service those clients who d. have 
a large export business ong a 
sizable export advertising budget”. 

1. By having “a qualified fo, 
eign department with exper ienceg 
personnel who know the bug. 
ness,” which might lead to estab. 
lishment of foreign branche 

2. By organizing a joint f reign 
department with a group of do. 
mestic agencies. 

3. By establishing a working 
agreement with an established ex. 
port advertising agency. 

4. By arranging with loca] 
agencies in foreign countries 

5. “If the first is found too 
expensive and if the others are 
not acceptable, refuse to handle 
foreign business and stick to you 
domestic advertising.” 


ASKS U. S. TO DECLARE 
FUTURE POLICY TO S. A. 


New York, Feb. 20.—The United 
States must supply Latin America 
with a specific declaration of for- 
eign policy if we wish to build up 
our postwar foreign trade with 
these countries, Hector Lazo, as- 
sistant to the president of the 
Loose-Wiles Biscuit Company told 
the foreign marketing group of the 
American Marketing Association 
here today. 

The lack of specific information 
from us, Mr. Lazo added, is one of 
the “rocks on the road to Rio” we 
face in developing this program. 

Our foreign trade policy, he as- 
serted, must be correlated under 
one international program, with 
agencies responsible to one head, 
whether it be the Department of 
Commerce, State, or some other. 
The Department of Commerce, he 
feels, must become the “business 
man’s protective agency.” 


Low Incomes Cited 


Although Mr. Lazo declared that 
advertising in Latin America has 
been “overdone,” he said that a 
public relations program conducted 
on a high plane to stimulate inter- 
change of knowledge would be 2 
splendid idea. He supported his 
statement on advertising by citing 
the low yearly per capita income 
of Latin American countries, com- 
pared to our $1,400. Venezuela, 
with the highest figure, reaches 
only $200, he said, mainly due to 
its oil interests, followed by Argen- 
tina with $184. Mexico’s is $140, 
Chile’s $104, and Bolivia’s $34. 

As other “rocks” to be consid- 
ered, he mentioned stable govern- 
ments, stable economy, free flow 
of trade both ways, neutrality of 
interest not only economically and 
politically but socially, and the 
need for providing the right kind 
of goods on the right terms of 
trade. 

Formerly assistant director of 
the Board of Economic Wartare, 
and an NRA code authority, Mr. 
Lazo has been associated th 
United Fruit, Dodge, and Coopera- 
tive Food Distributors of Ame''ca 


r ex. 


Grolier Names Grey 


The Grolier Society, New York, 
publisher of the Book of Know!- 
edge, has named Grey Advert =ing 
Agency, New York, to handle its 
account. 


LOOK IT UP in 
the MARKET DATA BOO! 
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or thirty years it has been the privilege 
of The Jam Handy Organization to assist 


America’s business leaders with 
visual 
interpretations 


of their ideas 


to audiences both small and large... 


JAM HANDY 
Cigars 


New York * WASHINGTON * Detroit * CHIcAGo * Dayton * Los ANGELES 


POTENTIAL SALES 
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Weaver Hits af 
Validity of Auto 


Preference Studies 


Surveys by Polk 


and SAE Called 
Statistically Bad 


Detroit, Feb. 20—Henry G. 
Weaver, director, customer re- 
search staff, General Motors Cor- 
poration, turns a highly critical 
spotlight on two recent automotive 
surveys in dis- 
cussing pitfalls 
in consumer re- 
search work in 
the current is- 
sue of GM’s 
house organ, 


“nN € we & 
Views.” 

“Quite dis- 
turbing  defic- 
iencies” exist, 
he says, in a 


survey made by 
the body activ- 
ities committee, Society of Auto- 
motive Engineers, on car owners’ 
preferences for various types of 
automobile surface finishing, and 
in a lengthy survey by R. L. Polk 
& Co. on automobile owner 
loyalty. 

The SAE questionnaire, pub- 
lished in various newspapers, was 
not a controlled survey in the first 
place, he says, and in the second 
contained misleading questions 
that must have disposed those an- 
swering to “vote against use of 
chrome” on future cars. 

The Polk survey, which shows a 
great change in car owners’ de- 
sire to continue buying the same 
makes of cars they now own, is 
based on an insufficient sample and 
what sample was used was far 
from right, Mr. Weaver says. 

Polk, he points out, sent ques- 
tionnaires to and used replies from 
owners of models of all years, and 
thus based its report in large part 
on replies from persons who buy 
only second-hand cars. Polk, 
therefore, erred, he says, in its 
finding that, on 15 makes of cars, 
owners’ loyalty ratings vary “from 


Henry G. Weaver 


PROFIT MARKETS. 


Today everybody, whether they 
live in the cities or on the farms, 
has surplus money to spend. 


Your advertising message, to be 
effective, should reach both the 
non-metropolitan city and the rural 
families. 


In Indiana and Michigan over 60°/, 
of the farmers read a daily news- 
8 published in a non-metro- 
politan city. 


Today 50% of the total daily 


newspaper circulation of the 


INDIANA LEAGUE 
of 
HOME DAILIES 


and the 


MICHIGAN LEAGUE 
of 
HOME DAILIES 


goes to farm homes. 


For full information phone or write 


SCHEERER & CO. 


ee ge 


Member of the American Association 
of Newspaper Representatives 


65% on the high side down to 18% 
on the low side.” 

Many a user of second-hand 
high-price cars obviously will not 
buy a new model of that car after 
the war, he points out, adding that 
under the Polk method, “The 
manufacturer who has been in 
business a long time and has a lot 
of old cars in the hands of used 
car owners will be at a serious 
disadvantage.” 

Corresponding loyalty ratings 
resulting from his own staff’s most 
recent survey, Mr. Weaver re- 
ports, average 63%, compared with 


the Polk report’s 45%. Further- 
more, he says, his own survey was 
based on 76,351 replies received 
from a mailing of 270,000 ques- 
tionnaires to owners of only 1940, 
1841 and 1942 models, whereas 
Polk’s was based on an unstated 
number of replies from a ques- 
tionnaire of 30,000 mailings. 

He says that Polk would need 
about 240,000 returns to its ques- 
tionnaire for an adequate sample, 
because of the great number of 
models of various makes of cars 
now in use. 

“In the light of the foregoing,” 


he says, “it will be seen that the 
sampling of automobile buyers 
presents a good deal more formid- 
able problem than in the case of 
a Presidential poll—where only 
two or three candidates are in- 
volved.” 

He also discusses in detail Polk 
findings to the effect that loyalty 
ratings on two unnamed makes of 
cars have decidedly changed since 
1941, a finding which he says 
markedly conflicts with his own 
findings and which seems unlike- 
ly since car ownership has changed 
little since war began. 
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Advertising Age, Februar, 


He lists 26 problems iny 
the preparation and inter; 
of questionnaires; samples. 
and presentations, rangin 


axe” 
grind. 


the survey maker 


So-Lo Works, Loveland, O. 


repair products. 


proper arrangement of q: 
by sequence to “what kind 


So-Lo Appoints Bae: 
S. C. Baer Company, Cin: 
has keen appointed as age 


facturer of household mend 
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teacs Carnegie Line 

Harriett Groves, in charge of 
Foduction and sales of the whole- 
tie perfume division of Hattie 
arnesie, Inc. New York, has 
een appointed director of the 
psmetic Wholesale division. 


yer Transfers Leveque 

Joseph Y. Leveque, until re- 
ntly in the plans-merchandising 
spartment of N. W. Ayer & Son, 
piladelphia, has been transferred 
) the New York service depart- 


ent as a representative. 


MBS Press Appoints 
Gil Babbit, former director of 
special events and publicity for 


WCAU, Philadelphia, and previ-|2 


ously columnist for the Philadel- 
phia Record, has joined the MBS 
press department as exploitation 
man, 


Texas Promotion Off 

H. H. Logan, acting director, 
Texas Postwar Economic Planning 
Commission, has announced that 
the commission has decided against 
putting in effect a suggested plan 


for setting up a state organization 
for development of Texas re- 
sources and industry (AA, Jan. 


Young Goes DC&S 


Beginning April 3, the Alan 
Young show, sponsored by the 
Bristol-Myers Company, New 
York, will shift from Young & 
Rubicam, New York, to Doherty, 
Clifford & Shenfield, New York. 
Heard over the Blue Network, the 
show switches as part of a realign- 
ment of B-M shows. The program 
will plug Sal Hepatica and Mum. 


Sorenson Names Butler 

Sorenson & Co., Stamford, Conn., 
manufacturer of airborne elec- 
tronics, has named Butler-Adver- 
tising, New York, to direct its 
account. Trade journals will be 
used. 


Gass to Geer, DuBois _ 

Florien P. Gass, formerly in 
charge of industry promotion and 
research for the Glass Container 
Association, has joined the crea- 
tive staff of Geer, DuBois Associ- 
ates, New York. 


e Branham Co. 
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Servei Boosts Export 


Servel, Inc., Evansville, Ind., has 
added an international division 
with offices at 51 E. 42nd St., New 
York, to distribute refrigerator fix- 
tures of Servel and aliied manu- 
facturers for world-wide sale. The 
new division will be under the 
direction of A. F. Scharer, who 
has headed Servel’s export busi- 
ness since 1929. 


THE BAKING INDUSTRY MAGAZINE 
Bakers Helpers 


FACT NO. 15 — 


In Total Distribution, 
BAKERS' HELPER leads 
all bakery publications 
by a wide margin — 979 
more than next nearest 
publication. This is just 
one of several advan- 
tages to our advertisers. 


330°SOUTH! WELLS’ ST. == 
~ CHICAGO 6, 1Lati O15 
70 Brodwey, New York, 7, N.Y. 


SHED EVERY TWO WEEKS 


National Copy Is 
Still Unrationed 


in Most Dailies 


West Palm Beach, Fla., Feb. 21. 
—Of 211 daily newspapers, rang- 
ing from 15,000 to 2,000,000 circu- 
lation, replying to a questionnaire 
by the Palm Beach Post and 
Times, 80 indicated that they do 
and 130 that they do not ration 
national advertising. One failed 
to reply to this question. 

Of the 211 queried, 155 reported 
national advertising gains in 1944 
as compared with 1943; 52 had 
losses, and four did not indicate 
either. Forty-one of the 52 “losers” 
had an average loss of 10.03%. 
Eleven reported losses but failed 
to show the percentage. Of the 
52, 11 were on a non-ration basis. 

Of the 155 indicating national 
advertising gains, 136 showed an 
average gain of 14.06%, and 19 
failed to show their percentage. 
Thirty-eight of the 155 “gainers” 
ration national advertisers and 117 
do not. 

Losses were chiefly in the larger 


PRESS PARLEY—Talking it over are (left to right): Don U. Bridge, advertising 

director of Gannett Newspapers; J. David Hogue, general manager of the 

Utica Observer-Dispatch and Utica Press, and Allen Sikes, eastern manager 

of the Bureau of Advertising. Occasion was a dinner sponsored by the Utica 

newspapers, and attended by 300 mercantile, industrial and civic leaders, at 

which Mr. Sikes gave an illustrated talk on findings in the Continuing Study 
of Newspaper Reading. 


circulation papers. Among dailies 
of 100,000 to 2,000,000 circulation, 
24 reported gains and 31 losses; in 
the 75,000-100,000 circulation 
group, there were eight gains and 
three losses; 50,000-75,000, 27 gains 
and three losses; under 50,000, 77 
gains and four losses. 

Letters were mailed to 313 dail- 
ies, said Don Thorburn, national 
advertising manager of Palm 
Beach Publications, Inc. The 211 


M & F CIRCULATION CENSUS 
A TELL-ALL OF COVERAGE 


Advertisers Like New 
Plan Which Outmodes Loose 
Claims of Coverage 


Mill & Factory’s unique Circulation Census 
takes you to ringside . . . gives you a close-up 
of what your advertising dollars buy. Packed 
with the facts you want, this census is being 
applied to every important trading area in 


America. It shows: 


1. Total number of worthwhile plants 
2. Their authoritative financial ratings 


3. Names and positions of men in these 
plants who receive and read Mill & 


Factory regularly. 


PLANT RATING & COVERAGE TABLE 


AKRON TRADING AREA 


NO. OF PLANTS 
RATINGS 
houses omitted) 


45 
13 


1 

21 

20 

? 

MILL & FACTORY’S CIRCULATION 


(branches, wore- PLANTS RECEIVING 
MILL & FACTORY 


45 
13 


21 


— covers all worthwhile plants in trading crea 


— reaches the men who can say Yes and make it stick. 


This Circulation Census is made possible by 
the experience and cooperation of the 132 lead- 
ing Industrial Distributors in the areas anal- 


big volume buying. 


yzed. It is based on up-to-the-minute facts fer- 


reted out by their 1200 salesmen who call 
regularly at every worthwhile U. S. plant and 
who are continuously checking and building 


MILL & FACTORY ’s circulation. 


Enthusiastically Approved by 


Sales & Ad Managers 


Advertising and Sales Managers who have seen 
the Circulation Census tell us it's made-to-order 
for planning campaigns in the coming free-for- 
all of postwar. It’s an eye-opener for any execu- 
tive who wants to be sure his advertising dollars 
pull their full weight. Ask to see it. 


AKRON TRADING AREA 


eee alan ali a 


Sales-rich Summit County which comprises the Akron 
trading area is a typical example of the 132 trading 
areas “x-rayed” by Mill & Factory’s Circulation Census. 
Proved coverage of key men in all the important 
plants in this area makes MILL & FACTORY the num- 
ber one medium to reach the men responsible for the 


Write or call CONOVER-MAST CORPORATION — 205 
E. 42nd St., New York 17; 333 No. Michigan Ave., Chi- 
cago 1; Leader Bidg. Cleveland 14; Duncan A. Scott & 
Co., West Coast Representatives, Mills Bldg. San Fran- 
cisco 4; and Pershing Square Bidg., Los Angeles 13. 


Ss cee lisa a. 


eS ORGS SE 


replies thus represented a 67.4% 
return on original mailing. 

“Although the Palm Beach Post 
and Times showed a 48.1% in- 
crease in national advertising in 
1944” from 1943, Mr. Thorburn 
added, “to date we have not found 
it necessary to ration national ad- 
vertising.”’ 


Revere to Upham 

Revere Company, Wallingford, 
Conn., manufacturer of testing in- 
struments, has placed its advertis- 
ing with Philips Webb Upham & 
Co., New Haven, Conn. Business 
publications and direct mail will 
be used. 


Joins JWT Copy Staff 

James B. Keithley, formerly 
with Foote, Cone & Belding and 
Montgomery Ward & Co., Chicago, 
has joined the copy department of 
J. Walter Thompson Company, 
Chicago. 


Fisher Elects V.P. 


Allan L. Thompson, assistant 
general manager of James Fisher 
Company, Toronto and Montreal 
agency, has been appointed a vice- 
president. 
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Penn Grocers’ Aq 
Used to Fight 


Tax on Margarine 


Harrisburg, Pa., Feb. 20.~-Peny_ 
sylvania grocers, in a fi |~page 
advertisement placed in the Pen. 
sylvania Newspaper Publisher 
Association Bulletin, explained ye. 
cently why they cannot afford to 
advertise margarine. | 

“Why Advertise Margarine ;, 
Pennsylvania,” the ad asks, “wher 
an archaic law of this commop. 
wealth virtually prohibits retaije, 
from selling it, butter shortage 9 
no butter shortage?” } 

For 44 years, it says, “a selfs, 
Pennsylvania dairy industry | obby 
has succeeded in maintaining pro. 
hibitory state license laws requir. 
ing the retail grocer to pay $10 
a year to sell margarine and re. 
quiring wholesalers to pay a $50) 
fee to sell to grocers. Only 5,367 
of the 33,799 grocery stores in the 
state can now afford economically 
to pay the fees. ; 

Announcing their intention t 
“fight anew during this next ses. 
sion of the state legislature” t 
relax the margarine statute, the 
grocers said: 

“We want to be able to tell ow 
customers that we have whole- 
some, nutritious margarine for 
them. 

“Sure we want to advertise in 
your newspapers. But we cannot 
so long as so many of us are pro- 
hibited from selling margarine.” 

The ad was placed by the Penn- 
sylvania Grocers Association. 


Crotty Promoted 


Robert E. Crotty, previously in 
the New York sales office of the 
Hemingway Corporation, Water- 
bury, Conn., formerly known as 
the Waterbury Paper Box Com- 
pany, has been appointed vice- 
president in charge of sales. 


The Way'They’ 


; | 


SS Bre 


the dollar value runs high . 
listen to this . 


total. The way they 
readers — buy FOOD is typical. 


The way they buy food in New 
Hampshire is typical of the way they 
buy countless products. They buy 
well . . and often with a preference 
to nationally advertised brands. And 


. Over 
$75,000,000 in food sales in the state 

. this by 132,000 families. But 
. the families of the 
Union-Leader, the state's coverage 
paper, bought $24,000,000 of this 
- Union-Leader 


the AANCHESTER 
Wnion-JLEADER 


MANCHESTER, NEW HAMPSHIRE 


NATIONALLY REPRESENTED BY GEORGE A. MC DEVITT COMPA’ 


Buy 


FOOD, 


NEW HAMPSHIRE 


wre Ff 


~— 


Write for “FOOD" .. ar | 
analysis of New Hamp | 
shire Retail Food Sale 
and Survey of Retail Dis 
tribution of Grocery Store 
Products. 


and in 
only lf 
promot 
15%. 
Most 
(69.4%. 
amount 
most 0 
numbet 
in form 
thirds | 
all of t 
Four: 
swering 
pany sl 
use an 
14.8% 
by the 
desirab 
know 
opinion 


Scher 


Jame 
manage 
ette, ha 
the Sck 
Also n 
MacDo! 
vice-pr 
retary, 
neau, t 


Alba 


Exter 

A pl 
and tri 
outdoo) 
“Know 
been vi 
ber of 
Union 
will ca 

Mon 
ated fo 
trial co 
advant 


Jones 
Vick 
rector 
Goldm 
has jo 
pany, 
tive, 
usly 
Compa 
rt sta 
es 


pe CC 
' 1 
ta. £ Ne me : Date 
; ae 4 : a “ : ‘ ee _ Be ag! Ne WT 
; ria ° ; gt 22  : x ie * oe + ‘ 7 | tion abe 
| See fe ry ee pects is 
he : oe <j : Sates i stockhol 
: ' Corpora 
cent qu 
| subjects 
terested 
tt. next Gl 
2 poratior 
; = | Earnl 
| | quested 
56.8% ; 
eS _ So sble ne 
SAY | | gamer. 
is eee) S pany 
ee ¥: | union r 
. = of wart 
je” On th 
FIVE —— ; about ‘ 
BAKE | was re 
Be 17.5% | 
| PUBLI ; | | 
ee | 
_ _ eae f ee pe 
CR ies oe 
rs. Ran aXe Seti OWE Sr ny ee wer .* — Sa atl . 
Se - a Pp @ ba Fer a eee %..3 
| / work o* Ep as | ee & 
| " 2 | — a 7 > 4 re ri a %g sees Pe i fe A oe gp a > ss | 
- | sf , , , be 4 ee Oy, . es ei. . e + ~ ‘ e 3 wg SF t — - a” e. 
, ; - $63 3 a oe: a : oa ‘ a - ae } x a eet A. : an 
Bt 4, e - i q e ; ree ~~. he ; oe 4 ES i a . ey ; . “ = et. 
ee if “ :: 7 pe Bl GS im 
3 ; ) ‘ina > 4 PF RO 
es Libis g ge! ee eee 
AA | ert TREKKRECRS. mitt ta ar | = = - ; a 
20 : a > me 7 =a ‘i \ ‘ La ‘4 bie, AY 
Ks | si a CU ——e te 
eee i 3 ia. remit —a- | — i ii te ee 
eS “f : ee ait x ee 2 8 | ae 4 
ak ¥ 
—— ‘—> Oe ¢3 -; Se : i, ~~ ; oa 
— 9 (U2 tea _ a i et 
—_ Ir. ha. 3 
Pe | 
ee . eis a Rs 
> - 
pg ton WOSCenATES Marts. | 
\* ST a 
a BIG DRIVE OF - 
\E\ Sy \ ome | 
a Se | 
% A 
f * 
| } lee 
| N | 
: + pyusricatle 
a CONOVER-MAS ee : 
“y ; F : ; : ae . ; } is 1 * ; : ; = , 


Ad 
1e BG 


7 


Advertising Age, February 26, 1945 


Stockholders Ask 
Data on Postwar, 


“Survey Shows 


: New York, Feb. 22.— Informa- 
®nn- Mion about postwar plans and pros- 
spake pects is sought by 64.4% of the 
Cnn-ME tockholders of General Foods 
shers Corporation who answered a re- 
d re-MM ont questionnaire as one of “five 
rd to subjects you would be most in- 
-BBterested in reading about in the 
‘e inf ext GF annual report,” the cor- 
When poration reports. 
N0nM* pornings information was’ re- 
aller guested by 59.3%; dividends, 
S¢ OM <6 go); research, 37.3%; “unfavor- 
| able news about GF,” 31.1%; con- 
oe sumer relations, 28.8%; products, 
bby" og. 4°.; policy governing new com- 
Pro-M nany acquisitions, 27.9%; taxes, 


‘quir- 

$109 
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5,367 
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ically 
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abou 
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and 
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W only 


L S@s- 
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mR 
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%: employe relations, 26.6%; 
ynion relations, 22.3%, and effect 


artime restrictions, 22.1%. 


On the other hand, information 


t the company’s advertising 
requested by only 838 or 
of stockholders answering, 
information about sales by 
16.8%. “What GF does to 


promote nutrition” was noted by 


15%. 

Most of the stockholders 
. (69.4%) want about the same 
hall amount of text information and 
| for most of them (57.6%) the same 

“Me number of charts and pictures as 
— in former years. More than two- 
S€ NM thirds (67.7%) said that they read 
" all of the 1943 report. 
pro-Ml Four-fifths (79.6) of those an- 
swering believed that “tne com- 


> " 

mane pany should urge stockholders to 
use and promote GF products;” 
148% thought that “such action 
by the company is not particularly 
desirable,” and 5.6 either did not 

ly infknow or did not state their 

f the MM opinions. 

ater ean 

0 & Mi Schenectady Club Elects 

ae James E. Brown, advertising 


manager of the Schenectady Gaz- 
ette, has been elected president of 
the Schenectady Advertising Club. 
Also named were: Alexander G. 
MacDonald and Fred W. Hunt, 
vice-presidents, Irma Lemke, sec- 
retary, and Mrs. Margaret Cor- 
neau, treasurer. 


Albany Drive to 
Extend to New Media 


A proposal to use newspapers 
and trade publications as well as 
7 outdoor advertising in the current 
“Know Albany” promotion, has 
been voted by the Albany Cham- 
ber of Commerce. The Times- 
Union and Knickerbocker News 
will carry the newspaper copy. 
Money has also been appropri- 
ated for brochures to reach indus- 
trial companies promoting Albany’s 
advantages for future expansion. 


Jones Frankel Adds Two 


Vicki Jacques, former media di- 

rector and contact executive of 
Goldman & Gross, Chicago agency, 
has joined Jones Frankel Com- 
pany, Chicago, as account execu- 
tive. Marshall Anderson, previ- 
usly with J. Walter Thompson 
tee has joined the agency’s 
rt staff, 
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CARGO ship, brand new and ready to go, feeds no G. I.s in 
\ France and supplies none on Luzon if she’s ice-locked in the 


sub-zero Lake Superior yards of her builder at Superior, Wis. 


Three such 2,400-ton cargo vessels, rushed to completion for 
the maritime commission, were ready late in December for their 
lakes-to-gulf trip to war. But blocking their passage, as it has 
blocked winter shipping since time immemorial, was solid ice one- 
foot thick in the treacherous lower St. Mary’s river and the Straits 
of Mackinac—bottleneck between Lake Superior and Lake Michi- 


gan annually icebound from December 15 to April 15. 


The ice-breaker Mackinaw (foreground) freeing three new, midwest-built cargo ships 
for their winter trip to salt water 


Picture of Chicago Iribune 


editorial influence in action 


Long before the ice melts in this bottleneck this year, how- 
ever, America’s fighters in distant parts of the globe will have 
eaten, worn or fired thousands of tons of supplies brought to them 
in these midwest-built vessels, freed months in advance of warm 
weather as a result of a crusade launched by the Chicago Tribune 


on March 1, 1935. 
‘Break the Ice Blockade”’ 


On that date the Tribune ran an editorial captioned ‘Break the 
Ice Blockade.”’ It pointed out that ships on the Great Lakes wert 
built to operate. There was no reason, the Tribune asserted, wh} 
ice blockades should hold shipping later than April 1. The ov- 
ernment should provide vessels able to open up the ice. ‘For the 
present year (1935),” the editorial continued, “the U.S. cvast- 


guard steamer Escanaba should at least try to make the atten ot. 


So on March 17, 1935, the Escanaba started to batter her way 
thru the frozen straits. For five days she slammed into the w in¢- 
rowed ice, gouging ahead two or three hundred feet before co: \inf 
to a dead stop. Then, backing into the channel just cut, she gat) 
ered momentum for a new onslaught. On April 1, the Esca ‘ab 
nosed her way into Lake Huron and open water. Within a wes: 
freighters laden with steel, coal, grain, oil and other proc uc 
opened lake traffic a week earlier than the date set by trad: 
and insurance rates . . . and from two to three weeks ahead o! the 


time which actual ice conditions frequently delay to April’s °1¢ 
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For the first time in history, the foot-thick January ice in the St. Mary’s River is opened to navigation by the new ice-breaker Mackinaw, realizing a project long advocated by the Chicago Tribune. 


‘Open the Lakes All Year”’ 


The success of the Escanaba inspired the Tribune to advocate the 


construction of ice-breakers powerful enough to keep the inland 


seas open a// year. 


So, on December 20, 1944, there was: com- 
missioned in Toledo, Ohio, the ten-million dol- 
lar ice-breaker Mackinaw, nearly three times as 
big as a destroyer and equipped with the most 
modern ice-breaking machinery known. 

With its two stern propellers augmented by a 
bow propeller which literally chops up the ice 
into cubes and washes them swiftly aside, this 
nautical icepick on January 7 started to batter a 
lane thru the St. Mary’s river and the straits. Fol- 
lowing in her wake came the three cargo vessels. 


When they hit open water, one of them headed 


hicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 


JANUARY AVERAGE NET PAID TOTAL CIRCULATION: 
DAILY, OVER 935,000 « SUNDAY, OVER 1,300,000 


for Milwaukee and two for Chicago, where they were rigged for 


Route of cargo ships 


their voyages down the Chicago and Mississippi rivers to salt 


water and the fighting ports of the world. 


Helps the War Two Ways 


This giant ice-breaker was ready to perform her 
vital role in the war because an experiment urged 
by the Chicago Tribune had proved the practica- 
bility of an idea originally advocated to aid the 


commerce and industry of the middle west. 


And when Chicagoland’s huge steel mills this 
spring have their depleted iron ore stock piles 


replenished weeks earlier than usual, the war 


effort again will benefit importantly as a result of 


the editorial foresight and influence of the 


Chicago Tribune. 
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And Again 


To the Editor: In your column, 
“Rough Proofs,” you state that the 
dollar Mr. DeMille refused to give 
the AFRA promises to become as 
famous and even more important 
than the one George Washington 
threw across the Delaware. You 
had better check back on your 
history, I think you will find he 
threw it across the Potomac and 
not the Delaware. 

WALTER J. FARRELL, 

Hessler, Inc., Wilmington, Del. 


' 2. 

Keeps Eye on Sales Ball 

To the Editor: You’ve asked for 
comments on Monty Mann’s letter 
in your Feb. 5 issue. I know of 
one of the biggest-of-the-big agen- 
cies who think it damaging to their 
reputation to receive a “Harvard 
Award,” much less will they enter 
those yearly beauty shows. And 
I have seen some of the prize- 


This department 


winners in the typographical class 
that were against all rules of type 
setting from the readability stand- 
point,—the Alpha. Incidentally, I 
prepared a page that wouldn’t get 
out of the “dug-out”’—let alone 
being allowed even a seat on the 
bench, or as a bat boy —had it 
been submitted to any “Harvard 
Award” committee, but that first 
page pulled replies from 54% of 
all the dealers in the line in the 
U. S. Isn’t that keeping your eye, 
as Monty Mann maintains, on your 
| best asset, your client? 

GRIDLEY ADAMS, 

New York. 


> @ 


Monty Mann Gets 
Another Pat on Back 


To the Editor: Monty Mann 
(see Feb. 5 issue) is unknown to 
me, but he has a right idea. | 

Too damned much advertising is 
written to cop prizes. Too damned 


is a reader’s forum. Letters are welcome. 


much advertising is written for 
readership surveys. Too damned 
much advertising is written to 
copy-researched patterns. 
My stuff has copped — and is 
copping — prizes. My stuff has 
zoomed high on the most “scien- 
tific” “readership” charts. 
As if that mattered. 
This matters: my campaigns 
and my copy have impressed, been 
remembered—they’ve sold. Their 
high “scoreboard” ratings have 
been incidental, because they’ve 
been designed to do a job first. 
If copy does the job it’s meant 
to do, it’ll get your worshipped 
high ratings. 
But for the Lord’s sake, plan it, 
think it, write it first to sell, and 
forget formulae. If you’re good 
enough in the first place to be a 
copywriter, you won’t need 
graphs, or charts, or doohickeys to 
guide you. You’ll know, and you’ll 


do automatically what the re- 


Edwin S. Myers, Treasurer of The 


Muhlfelder Co., one of Troy's leading 
women's apparel stores, 


ing the past ten years we have 


steadily increased our 


appropriation in The Record News- 
papers. The complete coverage of 


these papers in our potential market 


of 123,000 


TTACh 
Mb suas 


customers makes this in- 
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creased advertising 


THE TRON THe TIMES RECORD 


" st Ra 


= 


investment a 


prophetic that the first word of 


searchers have laboriously dis- 
covered it’s a good thing to do. 

Copy research and prize-shoot- 
ing are the tail of creative doings. 
Copywriting — and don’t you for- 
get it —copywriting wags the 
works. 

RALPH BENNETT, 
McCann - Erickson, Inc., New 
York. 
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Offers Help in 
Paper Salvage 


To the Editor: I thought you 
might be interested in an idea to 
promote greater interest in the 
salvaging of waste paper. 

Such a message as this, printed 
in every newspaper and magazine 
in the country, would be a con- 
stant reminder to the readers to 
save paper: 

PAPER 
1s TO USE— 
NOT ABUSE 

You can have all the paper you need 
if you will only see that it is properly 
collected and picked up for reuse after 
it has served its purpose. Is it asking 
too much to request every scrap of 
paper be saved instead of being thrown 
away or burned? 

The newspaper or magazine you're 
reading can be converted into a box or 
carton which will save at least one 


life. It’s up to each of us to see that 
there is no such thing as ‘‘Waste 
Paper.” 


However, based on actual ex- 
perience, I know that a better 
pick-up system would result in a 
very worth-while increase in the 
collection of paper—paper that is 
now being burned or otherwise 
disposed of, because the average 
person will not continue to save 
paper if it is not collected regu- 
larly. 

HAROLD H. ROSENBERG, 
Editor-Publisher, Industrial 
Publications, Inc., Chicago. 


_” Waste 


Points Prophetic Finger 


To the Editor: The great news 
that our Navy carriers had hit 
Tokyo on Feb. 16 gave an unex- 
pected timeliness to the enclosed 
Texaco ad that was prepared in our 


) Texaco MARINE Lubricants 


es 


Los Angeles office last October 
and is appearing currently in the 
February issues of two marine 
publications. 

It may or may not have been 


Advertising Age, February 26. i945 


nois, the same subject treated jy 
the first advertisement in thx Na_ 
tional Supply series, which ap. 
peared in January, 1944. 
W. H. Huste 
Meldrum & Fewsmith, Cle e- 
land. 


Runs Public Relations 


Ads in Plant Areas 


To the Editor: Enclosed is © [¢-. 
Tourneau public relations acer. 
tisement which we thought yoy 
might like to see. 

The original of this reprini ap- 
peared in the Sunday Peoria Joyr- 


race 


ra Veer aT os, 8 RG TEMAMEAY | 


TO PEORIA... EARTEMOVING EQUIPMENT 
a MromeRANe MemeNTERE we 


nal-Star on Jan. 21. Properly ad- 
justed, the same ad will appear 
soon in papers in the vicinities of 
LeTourneau plants at Toccoa, Ga., 
and Vicksburg, Miss. This is one 
of a series of quarterly advertise- 
ments of its kind throughout 1945, 
ROLAND NEFF, 

Manager, Public Relations, 
R. G. LeTourneau, Inc., Pe- 
oria, Ill. 
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Some Potent Thoughts 
on the Closed Shop 


To the Editor: Thanks for the 
editorial in AA for Feb. 12, “The 
Closed Shop in Radio.” 

I wish that it might have been 
a bit stronger .. . but it did rather 
toss the problem back to where 
it does belong .. . the PEOPLE. 

Apparently we elect government 
officials who are entirely too weak 
to fight for some of the personal 
liberties such as earning a living 
in one’s chosen profession. Of 
course, some may say that we do 
have that privilege—and all we 
have to do is pay our union dues 
and assessments and keep our 
traps shut on any criticisms of 
our unions. 

For example ... my daughter. 
During her stay in high school 
and college, her abilities in music 
must not be aired over the radio. 
Master Petrillo says it can’t be 
done, notwithstanding FDR, our 
Constitution, our Congress, or any 
of our old standbys. 

Well, suppose she finally gets 
through school and makes a radio 
program. She must, of cours 

become a member of AFRA—p:y 
dues to them, pay assessments for 


profitable one." 


Yes... Troy, N. Y. is a BIG market 
and you can tell your sales story to 
"everybody" through The Record 


Troy's only dailies. 


They give you complete coverage at 
ONE low cost of only 12c per line. 


Circulation: 40,519 
(A.B.C. Sept. 30, 1944) 


the copy is “prophetically” but we 
are calling the ad to your atten- 
tion as another interesting ex- 
ample of the coincidences in tim- 
ing, such as the Post is noted for, 
that pop up in the publishing 
and advertising business, 
ROBERT LEE, 

Public Relations Director, 
Buchanan & Co., Los Angeles. 


Yin oa 


Mike Fink Club 

To the Editor: Here is evidence 
of a rather unusual coincidence in 
the tie-up of editorial and adver- 
tising matter. 

On the cover of the Feb. 17 is- 
sue of Waterways Journal there 
|appears the enclosed advertise- 
ment for our client, Superior En- 
|gines Division of The National 
|Supply Company. Fourteenth in 
}a series dramatizing lore of Amer- 
ica’s inland waterways, it features 
|the story of Mike Fink, “King of 
Western Waters” in the early 
1800’s. 

| In the Feb. 5 issue of Life the 
| story of Mike Fink appeared as 
|the first subject in an article on 
American legends. Note that the 
Life article also pictures Cave in 
Rock, on the Ohio River in Illi- 


whatever political plans they have 
(regardless of her beliefs)—and 
again, keep her trap shut. Eit 
that, or find a new profession no! 
governed by a union. 

Isn’t it possible for this coun'') 
to make it legal for a citizen ‘° 
work at what jobs they like—a.ic 
not have to join some group thy 
do not agree with? Can’t she wo'k 
—and at the same time, talk about 
her vote without being liable © 
|suspension by her union becat 


|of the way she voted? That s 
pension also means _livelih 
stopped ... because of a polit 
| belief. 


GEORGE W. EMERSON, 
Sales Manager, Plastics Di 
vision, Penn Rivet Corpora 
tion, Philadelphia. 


~~ oe 16 


Wants It Weekly 


To the Editor: Your pony e 
tion for servicemen is a fine thi 
I have just received my third co 
via J. Walter Thompson, fr 
whence I came to active duty m' 
than four years ago. 

My only request would be 
make it weekly instead of mont! 

Mas. BEN J. COTHRAN, 


c/o Postmaster, New York. 
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KSTP Strike Ends 
as Hubbard Bows 
to Petrillo Defy 


Minneapolis, Feb. 20.—Ending a 
musician’s strike of seven months 
duration at Station KSTP, Stanley 
Hubbard, owner of the station, ac- 
cused James Caesar Petrillo, presi- 
dent of the American Federation 
of Musicians, of enforcing a sys- 
tem which will mean “the finish of 
American business.” Mr. Hubbard 
last week signed a two-year con- 
tract with the AFM agreeing to 
the $52.50 rate for a 20-hour week, 
retention of a quota system calling 
for a minimum of eight musicians, 
and employment of musicians 
solely for use as platter-turners. 

The strike was begun after Mr. 
Hubbard refused to sign such de- 
mands, claiming they force an em- 
ployer to hire men whether they 
are needed or not. 

Following his capitulation, Mr. 
Hubbard released this blistering 
statement: 

“For nearly two years we have 
been fighting Petrilloism and de- 
fending the American principle of 
freedom. We have sought justice 
through the proper and legal ad- 
ministrative channels afforded us 
—the state labor conciliator, the 
federal labor conciliator, the re- 
gional War Labor Board—and we 
have had unqualified decisions 
from every one of these agencies, 
but to no avail, because Petrillo 
has demonstrated to the world that 
he has more power than all of 
them. He has circumvented our 
course and defied the regional and 
national War Labor Boards. He 
has successfully and daringly de- 
fied the President of the United 
States. Now he is_ successfully 
defying and outwitting Congress 
by his recent action barring high 
school children from the air. 


Losing Our Freedom 


“The American public and the 
working men and women of Amer- 
ica, as well as the majority of the 
unions, have told us that they are 
with us in this fight, but in these 
11 months the government has 
done nothing to force Petrillo to 
change his demands and methods. 

“While our boys are overseas 
fighting for freedom we at home 
are losing our independence. In- 
dividualism is gone. We have 
fought for a fundamental Ameri- 
can principle. But after all these 
months it has been made quite 
clear to us that the government 
is unable to assist us. As long as 
matters are as they are at the 
present, we have no alternative 
but to, at least temporarily, accept 
this situation. 

“We, therefore, have capitulated 
and accepted Petrillo’s terms and 
have signed a contract with his 
union acceeding to his demands 
that we employ men under con- 
tract regardless of whether or not 
we need them. If the Petrillo sys- 
tem of forcing an employer to con- 
tract for men he does not need, 
and to pay directly to the union 
because union employes are em- 
ployed in the manufacture of his 
commodity, is adopted by other 
Unions, it means the finish of 
American business. 

‘e fully recognize the reason- 
able rights of labor and by the 


but WFDF Flint didn’t say 
we ‘on’t need Civilian Defense!” 


_—_ 


Advertising Age, February 26, 1945 


same token, labor should recognize 
the problems and rights of man- 
agement. The difficulty which ex- 
ists today in our country is that 
labor and management cannot 
deal on a parity. The remedy to 
this situation lies in the hands of 
the legislative branch of our gov- 
ernment and that is where im- 
mediate relief should be worked 
out.” 


Wherry Elected V.P. 


Lawrence A. Wherry, account 
executive of Sherman & Mar- 
quette, Chicago, and on leave 


from that agency as vice-chairman 
of the Feed Industry Council in 
Washington, has been elected a 
vice-president. He will continue 
actively with the Council. 


Drake to Home Products 


F. Stoddard Drake, previously 
advertising and sales manager of 
Procter & Gamble Company, Cin- 
cinnati, has joined the Home Prod- 
ucts Sales Corporation, New York, 
selling agent for Taylor-Reed Cor- 
poration, Mamaroneck, N. Y., man- 
ufacturer of Tumbo pudding and 
Cocoa Marsh, in a similar capacity. 


Advertisers Back 
Farm Pulp Program 


Fifteen advertisers have lined up 
behind the New York division of 
the Farm Press Forest Products 
program to produce pulpwood 
from farm areas. Ads will appear 
in approximately 60 papers. 

Drive sponsors include: Barrett 
Company, Best Foods, Inc., Better 
Vision Institute, Block Drug Com- 
pany, General Electric Company, 
General Foods Corporation, Inter- 
national Nickel Company, Johns- 
Manville Corporation, Lambert 
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Pharmacal Company, Lederle Lab- 
oratories, Limestone Products Cor- 
poration, Nicholson File Company, 
Sinclair Refining Company (also 
using radio), and Stanco, Inc. 


ne ue veaneze SASL es a fous 
THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5, IHinois 
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doesn’t work. 


THE OUTSIDE* IS MIGHTY — 
IMPORTANT 
on the Pacific Coast, too! 


a Wars hee FR ESOS 
SPER 5 Ras gc Meee hes Me 


Sly eaeate 


Au 4 networks cover the‘‘inside market” of 
the Pacific Coast, but only Don Lee completely covers 
the“outside market’ (where half the retail sales are made). 

How come? Because most markets on the Pacific Coast 
are surrounded by mountains 5,000 to 15,000 feet high 


and the long-range broadcasting of the other networks 


Don Lee is the only network with enough stations (38) 


to do the job. A special Hooper coincidental telephone 


survey of 276,019 calls (largest ever made on the Pacific 


* Half the retail sales on the Pacific Coast are made OUTSIDE the counties in which Los Angeles, 
San Francisco, San Diego, Oakland, Portland, Seattle and Spokane are located. 


Coast) showed 60 to 100% of listeners in the “outside 


market” tuned to Don Lee stations. 


Coverage of the“‘inside half?” Don Lee has that, too. 


Regular Hooper reports of the‘‘inside market” reveal that 


during 1944 all of the shows that switched from any of 


the other 3 networks to Don Lee received higher Hooper 


ratings within 13 weeks! 


All of which goes to prove that a good radio show on 


Don Lee has more listeners than the same show on any 


other network on the Pacific Coast. 


THOMAS S. LEE, President 
LEWIS ALLEN WEISS, Vice-Pres.& Gen. Mer. 
$515 MELROSE AVE., HOLLYWOOD 38, CAL. 


Represented Nationally by John Blair & Co. 
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Skelly Publishes 
Booklet on Nazis 
by Alex Dreier 


Kansas City, Mo., Feb. 20.—The 
Skelly Oil Company will this week 
make available to its dealers, dis- 
tributors and tank men, for dis- 
tribution to customers, 325,000 
copies of Alex Dreier’s new pam- 
phlet, “Has Nazism Failed?” a 
comprehensive study of Hitler’s 
rise to power. Alex Dreier is spon- 
sored by Skelly as a commentator 
on the news program heard over 
NBC, Monday through Friday, 7 
a. m., CWT. 


A compilation of impressions of 
the German state and the Nazi 
party, gained first hand by Mr. 
Dreier as a member of the NBC 
staff in Berlin in 1941 and as an 
American correspondent in 16 for- 
eign countries, the eight-page 
booklet includes sections on “No 
Nazi Philosophy,” “Good Ger- 


mans” and “They Will Try Again.” 
Agency for Skelly is Henri, 
Hurst & McDonald, Inc., Chicago. 


Mutual Adds Stations 


Four new stations are joining 
the Mutual network. WKST, New 
Castle, Pa.; WJPA, Washington, 
Pa.; and WAJR, Morgantown, W. 
Va., affiliated with the network on 
Feb. 15. WCBM, Baltimore, will 
join Mutual on June 15. 


NBC Shifts St. John 


Robert St. John, NBC news 
commentator, on Feb. 26 will move 
to the 10-10: i5 a. m., EWT, period, 
Monday through Friday. His spon- 
sors are Miles Laboratories, Elk- 
hart, Ind., for Alka Seltzer and 
and vitamins through Wade Ad- 
vertising Agency, Chicago; Ameri- 
can Bakeries Company and South- 
ern Spring Bed Company, Atlanta, 
— Tucker Wayne & Co., At- 
an 


‘Lora Lawton’ Moves 


™Lora Lawton,” NBC five-a- 
week series sponsored by B. T. 


Babbitt, Inc., New York, for Bab-O 
and Aunt-Polly’s soup mix, shifts 
to the 10:15-10:30 a. m., EWT, 
period, beginning Feb. 26. The 
agency is Duane Jones Company, 
New York. 


Shell Games on WBBM 


Shell Oil Company, New York, 
beginning with the gridiron season 
in September, will sponsor Mid- 
west football games for the second 
consecutive year on Station 
WBBwM, Chicago. John Harrington 
will describe the games. Agency 
for Shell is J. Walter Thompson 
Company, New York. 


Establish Toy Fund 


As a step in making the United 
States the toy center of the 
world Noma Electric Corporation, 
New York, has established a 
$50,000 fund to further toy de- 
sign and development. The fund 
will be administered by the 
Noma Toy Design Foundation, 
which will eventually sponsor an 


annual contest in the toy field. 
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Trol Expands Campaign 


The Odell Company, Newark, 
manufacturer of Trol hair tonic, is 
expanding its campaign in larger 
cities on the East Coast, from 
Maine to Virginia and Pennsyl- 
vania. The spring series, continu- 
ing to stress the “greaseless, odor- 
less, non-alcoholic virtues” of the 
product, will run 19 weeks. Law- 
rence C. Gumbinner, New York, 
is the agency. 


Rejoins J. M. Mathes 

Lt. John D. Anderson, USNR, a 
specialist in packaged merchandise 
with J. M. Mathes, Inc., New York, 
prior to entering the Navy, has re- 
joined the agency as an account 
executive. 


Takes Transit Ad Post 


Julian C. Houseman, formerly 
with the News Leader, Richmond, 
Va., has been appointed director 
of advertising and public relations 
of the Virginia Transit Company. 


The Wizard of Menlo Park wouldn’t have guessed 
that electricity would double a milk cow herd, grade 
up milk, step up pig production, save the cost of a 
hired girl... 


Mark Collier, farming 160 acres at Muscatine, 


Iowa .. 


to electrify his farm . . 


in 1944. . 


allowed him to add ten cows, milks whole herd of 
twenty in an hour, saves 20 minutes per day, goo 
man-hours per year . 
kept the milk at Grade A, worth 30c more per cwt.; 
added $313.50 to total output of 109,527 pounds— 
paid for current used, plus depreciation and 5% 


interest on investment... 


Roundhouse for Hens. . 


production, make happier hens lay more eggs. From traditional square 


Ve 
y 
A. 
; 


Elsie electrified ...Eureka! 


. signed up with REA in ’38, spent $2,079 


. profited as follows: The electric milker 


or oblong shelter, SF departs with new design for circular 


laying house... 


Growers... 


What’s New in Farming... 


in America... 


paid $122.03 for 4,750 kwh 


The electric refrigerator 


left time to care for more 


Also contributes Seven Tips to Corn 
Down Machinery Row in 1945... 


Vaccination Approved by USDA, a scoop... 


and others which merit the attention of advertisers . . . and 


are regularly read and applied by the best farm market 


hogs which dropped 37 litters this year against 22 
last year, 50,000 more pounds of pork. 


Inside the house, the electric range cost less than 


coal or kerosene; the refrigerator saved three trips to 


deep freeze unit. . 


Power Strikes A Profit’ 


Adult Cow 


Successful Homemaking .. . 


covered by SuccessFuL FARMING, Des Moines, 
New York, Chicago, Atlanta, S 


will increase electrified farms by 50% . 


at the top of any postwar schedule. . 


an Francisco, Los Angeles 


town per week; the washer and other items replaced 
the irreplaceable hired girl, saved her wages. . . 
Postwar, the Colliers plan to add a grinding mill, 
. This stimulating story of how 
kilowatts kick up profits on a modern farm indicates 
the huge machinery and appliance market after the 


War when widened REA and public utilities facilities 


. also 


suggests the wisdom of putting SuccessFuUL FARMING 


. Read “‘Farm 


in February issue! 


. will round up time, labor, too prevalent losses in farm poultry 


Sheaffer Insures 
Point Only, Hits 


Pen Guarantees 


Fort Madison, Ia., Feb. 20.— oy. 
ever is a long time, and perpetya) 
and unconditional guarantees ap- 
plied to low-price merchandis: qd, 
not make sense. : 

With this assertion, C. R. Sheag- 
fer, president of the W. A. Sheaf- 
fer Pen Company, last week aq. 
vised the Sheaffer dealer oryan- 
ization that the guarantee on its 
new Lifetime Triumph fountaipy 
pens is limited to the gold point 
and for the life of the first user 
only (AA, Feb. 19). 

Sheaffer’s guarantee-for-life on 
pens originated in 1920, when it 
applied only to the point. In 1924 
with the introduction of plastics, 
the guarantee was extended to 
cover the entire pen, and it covy- 
ered the life span of the first user, 
That guarantee, predecessor of 
similar guarantees later adopted 
widely in the industry, has con- 
tinued for two decades, Mr. Sheaf- 
fer asserted. 

With introduction of a limited 
number of Triumph pens, which 
have large cylindrical points, the 
time has come, Mr. Sheaffer said, 
to reverse the trend that has led 
the industry to go too far on guar- 
antees, 


Perpetual Care Wrong Policy 


“Perpetual care does not seem 
to us good business policy,’ he 
said. “Only by taking a flat-footed 
stind,on this matter can the pub- 
lic be encouraged to inquire 
closely into the protection afforded 
by the manufacturer’s statement 
of his guarantee accompanying the 
product. More and more consum- 
ers are coming to realize that any 
guarantee can turn out eventually 
to be no guarantee at all.” 

The Sheaffer pencils, he added, 
will be guaranteed against defec- 
tive materials and workmanship, 
as will the entire pen. 

Large displays have been sent 
to the dealers to tie in with ad- 
vertisements announcing the Tri- 
umph line to appear in metro- 
politan Sunday newspapers March 
4 and in the March 31 issue of 
Collier’s. 


Bogert to Brisacher 

Elliott V. Bogert, account execu- 
tive with Foote, Cone & Belding, 
San Francisco, for the past year, 
has joined Brisacher, Van Norden 
& Staff, Los Angeles, as staff ex- 
ecutive. 


National Union Appoints 

National Union Radio Corpora- 
tion, Newark, N. J., has promoted 
Edward De Nike, formerly direc- 
tor of public relations, to sales 
manager of the distributor divi- 
sion. 


To Cocktield, Brown 


John Bruce, for the past ten 
years with the advertising and 
sales promotion department of T. 
Eaton Company, Toronto, will 
shortly join Cockfield, Brown & 
Co., Toronto agency. 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVIN 


The Register is rated* + 
7th test market in the U. 
—2nd in New England. Wi! 
@ minimum cost you ree 
urban and suburban pop 
lation. 
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UNE YEAR PRIOR TO THE PERIOD USED FN FIXING POUNTAIN CEILING PRICES 


COMPARISON — Tucson consumers 

were given a chance to compare present 

prices with those of World War | in 

this newspaper copy placed by Martin 
Drug Co. 


Frigidaire Ads 
Show Present and 


Postwar Uses 


Dayton, O., Feb. 20.—Frigidaire 
division of General Motors Cor- 
poration this year is dividing its 
advertising program into three 
“phases,” one a continuation of the 
1943 and 1944 service ad series, 
another on postwar electrical ap- 
pliances for home use, and a third 
on postwar commercial refrigera- 
tion and air conditioning. 

All advertisements will carry 
the slogan, “Look to the Favorite, 
Look to Frigidaire,” a wartime 
adaptation of its prewar “Buy the 
Favorite, Buy Frigidaire.” 

Lee A. Clark, assistant general 
sales manager of Frigidaire, an- 
nouncing the campaign emphasizes 
that need for service-type ads, in 
which Frigidaire users are advised 
on the care and use of refrigera- 
tors, has constantly increased. 
Food rationing daily presents new 
problems and all refrigerators are 
older and need more care, he 
Points out, 


Uses Many Magazines 


Frigidaire’s consumer appliance 
advertising will appear in a long 
list of women’s magazines, home 
service magazines, general maga- 
zines, and farm magazines. Spe- 
Cial advertising messages will ap- 
bear in at least 10 business papers 
reaching home economists, teach- 
ers, architects, realtors, and 
others, 

Ads directed to postwar buyers 
of commercial equipment will ap- 
Pear in Fortune, Life, Nation’s 
Business, Newsweek, The Satur- 
day Evening Post, Time, and U. S. 
News, and in 18 business papers. In 
doth commercial and consumer 
, the division will continue 


RACTICAL BUILDER 


East Van Buren Chicago 5 


free distribution of booklets con- 
taining suggestions for proper use 
and care of products now in use. 
Nearly 12,000,000 of these have 
been distributed in the past two 
years. Showings of the film, 
“How to Get the Most Out of Your 
Refrigerator,” already seen by 
more than 750,000 students and 
home users, will continue. 

The division recently consoli- 
dated four departments handling 
Frigidaire product promotion into 
two new departments—an adver- 
tising department headed by 
James F. Pedder in charge of all 


“customer influence,” and a sales 
promotion department headed by 
Ellsworth Gilbert. 


To Parish & Phillips 


W. H. Pickett, formerly classi- 
fied advertising manager of the 
Cincinnati Enquirer and the In- 
dianapolis News, has joined Parish 
& Phillips, classified ad counsel, 
Miami, as a partner. 


Resumes House Organ 
George Scherr Company, New 
York, manufacturer and distribu- 


tor of precision manufacturing in- 
struments and optical inspection 
equipment, has resumed publica- 
tion of its house organ, “Precise 
Production,” issued monthly. 


Gould Incorporates 


Billie Gould, New York public 
relations counsel, has formed Billie 
Gould, Inc., with new offices at 
55 W. 42nd St. 


Atlantic City Ups Budget 


Atlantic City’s municipal adver- 


tising budget for 1945 has been 
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increased from $59,670 to $92,659, 
with most of the increase going 
to salary and additional special 
events. Newspaper and other ad- 
vertising was allotted an additional 
$3,000 to reach $30,000. 


ADDRESSING 
FILL-IN 


John a McElwain & Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN ST. CHICAGO 


YOU WILL ALWAYS 


Typography that 


sets up an ideal 


THE CREAM ON TOP! 


@ America has thousands of typesetting 


establishments ranging from the country 


weekly’s job shop to the huge printing 


plants of the big cities. 


In Chicago alone, with more than 200 


advertising agencies, there are hundreds of 


printers. New York, with over 400 agencies, 


has a proportionately large number of print- 


ing plants. Why 


then should 64 member 


companies of the Advertising Typogra- 


phers Association of America exercise such 


dominance in this highly competitive field 


of advertising composition? 


There must be a very positive reason for 


a small fraction of this host of typesetters 


handling over 90% of the country’s ads. 


Here are ten reasons for ATA’s suprem- 


acy. ... Highest Quality Intelligent Service, 


Expert Craftsmanship, a Strict Ethical Code, 


Complete Facilities, Sound Business Dealing, 


Good Taste, Uniform Practices, Greatest 


Choice of Type Faces, Type Service for All 


Advertising Purposes, Lowest Practical Costs. 


ATA members are the only typographers 


who assure you all these features—and 


save you money on your composition to boot. 


Advertisers naturally look for the great- 


est value for their advertising dollar; and 


they have learned that they are sure to get 


it from members of the Advertising Typog- 


raphers Association of America. That’s the 


whole story! ATA enjoys an increasing 


popularity because it does its typesetting 


consistently better. 


If you do not use ATA service your typo- 


graphy has been lacking something. Ask for 


an ATA representative to call. It should be 


the beginning of a beautiful friendship. 


THE ADVERTISING TYPOGRAPHERS 
ASSOCIATION OF AMERICA, INC. 


AKRON, OHIO 
The Akron Typesetting Co. 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 
The Berkeley Press 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edward Sahlin 
Typographic Service 


CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Co. 


CINCINNATI, OHIO 
The J. W. Ford Co. 


EXECUTIVE OFFICES: 461 EIGHTH AVENUE, 


CLEVELAND, OHIO 
Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


DALLAS, TEXAS 
Jaggars-Chiles-Stovall, Inc. 


MILWAUKEE, WIS. 


DAYTON, OHIO Arrow Press 
Dayton’s Typographic Service 
DENVER, COLO. 

The A. B. Hirschfeld Press 


DETROIT, MICH. 
The Thos. P. Henry Co. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


LOS ANGELES, CAL. 
Samuel Katz, Typographer 


George F. Wamser, 
Typographer, Inc. 


NEW YORK, N. Y. 
Ad Service Co. 
Advertising Agencies’ Service 


Empire State Craftsmen, Inc. 
Franklin Typographers, Inc. 
Frost Brothers, Inc. 


Huxley House 


King Typographic Service Corp. 


Master Typographers, Inc. 


Morrell & McDermott, Inc. 
George Mullen, Inc. 

Chris F. Olsen, Inc. 

Frederic Nelson Phillips, Inc. 
Frederick W. Schmidt, Inc. 
Superior Typography, Inc. 


Supreme Ad Service, Inc. 
Tri-Arts Press, Inc 


; : Company, Inc. Typographic Craftsmen, Inc. 

Fred C. Morneau Advertising Composition, Inc. Typographic Designers, Inc. 

George Willens & Co. Artintype, Inc. The T graphic Service Co 
Associated Typographers, Inc. Vanderbilt-Jackson 


INDIANAPOLIS, IND. 
The Typographic Service Co., Inc. 


BUY WAR BONDS 


Adas Typographic Service, Inc. 
Central Zone Press, Inc. 


NEW YORK CITY -~+ 


Typography, Inc. 
Kurt H. Volk, Inc. 


ALBERT ABRAHAMS, 


TO INSURE PEACE 


DiamantTypographicService, Inc. 
A. T. Edwards Typography, Inc. 


Graphic Arts Typographers, Inc. 


EXECUTIVE 


PHILADELPHIA, PA. 
Walter T. Armstrong, Inc. 
John C. Meyer & Son 
Progressive Composition Co. 


PORTLAND, ORE. 

Paul O. Giesey, Advertising 
Typographer 

ST. LOUIS, MO. 

Brendel Typographic Service 

Warwick Typographers, Inc. 

SAN FRANCISCO, CAL. 

Taylor & Taylor 

SEATTLE, WASH. 

Frank McCaffrey’s Acme Press 
of Seattle 


MONTREAL, CANADA 
Fred F. Esler, Led. 
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Heads Borg Division 


Roland D. Doane, head of the 
Washington office of Borg-Warner 
Corporation, has been appointed 
general sales manager of the com- 
pany’s Ingersoll Steel & Disc divi- 
sion at Chicago. 


Blatz Names Harmann 


E. C. Harmann, Wisconsin dis- 
trict manager of Blatz Brewing 
Company, Milwaukee, has been 
appointed manager of brewery di- 
vision sales. 


Heads WCAU Publicity 


Rudolph Bloom Jr., recently re- 
leased from active service with the 
Army, has joined WCAU, Phila- 
delphia, as director of publicity. 


FREE new proofs unusual adv. 
photos all businesses. SAVE! 
Low priced subscription plan. 


EVE*CATCHERS. 10 £..38St, N.Y. 


Clarion Radios 
Coming Back; Ad 
Program Started 


Chicago, Feb. 22. — Clarion 
radios, a medium-price line first 
brought out about 23 years ago, 
and off the market for several 
years before the war, will be 
manufactured in large numbers by 
Warwick Mfg. Company here 
after the war. The company is 
now in war production. 

Advertising in newspapers on 
Clarion is under way, with 
small-size insertions appearing in 
metropolitan and small-town dail- 
ies nationally. The schedule also 
calls for ads in about a dozen 
national magazines, in half a 
dozen trade papers, and farm pub- 
lications. 

Meanwhile, efforts will be con- 
tinued to build up national dealer- 
ship. In the past year, under di- 
rection of Reau Kemp, sales chief, 
the company has set up complete 
distributorship coverage nation- 
ally. 

Through Agency Service Cor- 


poration, which handles the ac- 
count, dealer aid material is now 
being sent to distributors and 


dealers. This includes mats, 
handouts for customers, illumi- 
nated display signs, etc. John 


Holmes, Warwick’s president, says 
that a complete line of Clarion 
radios has already been designed, 
and will include many new fea- 
tures. 


Square D Appoints 
Martin and Roby 


T. B. Martin, manager of sales 
of the industrial controller divi- 
sion of Square D Company, Mil- 
waukee, has been appointed direc- 
tor of advertising of the Milwau- 
kee and Detroit electrical divisions. 

Frank Roby, who left the indus- 
trial controller division in 1942 to 
enter the armed services, has re- 
joined the company as sales man- 
ager of that division. 


Joins Abbott Kimball 


Frances M. Keith, formerly ad- 
vertising manager of the Donnelly 
Company, Kansas City, has joined 
Abbott Kimball Company, Los An- 
geles, as fashion account executive. 


WY, 


Sales message home . .. 


In Detroit, more than 5,000 exclusive Detroit News 
carriers, every one a “junior salesman,” DELIVER 
The News to 63.8% of all city-zone homes taking any 


newspaper regularly. 


This smooth-functioning carrier organization has 
distinguished itself by giving The Detroit News the 
largest A.B.C. recognized home delivered circulation 
of any newspaper in the Country. 


When you again have the problem of meeting sales 
quotas in the great Detroit market, remember The 


Detroit News and its superb 


carrier organization. To- 


gether they offer a direct approach to a purchasing 
power backlog (War Bonds and bank savings accounts) 


which on a per capita basis, 
markets of the United States. 


The Detroit News 


THE HOME NEWSPAPER 


is equalled in few major 


A. B. C. Weekday Circulation, 383,089—Sunday Circulation, 470,785 6 


Dan A. Carroll, 110 E. 42nd St., New York, 17 % 
J. E. Lutz, Tribune Tower, Chicago, 11 


Graham Patterson, publisher of Farm Journal and Pathfinder, \\a; 
been appointed chairman of the Easter Seal campaign by the M: ro. 
politan-Philadelphia Society for Crippled Children. . . Milton J, 
Merz, who has been ad mgr. of the McCurdy Co., Rochester, N. y 
dept. store, for the past 16 years, was given a testimonial dinner 
by friends in the advertising business prior to his departure for 
Pittsburgh, where he has become publicity dir. of Frank & Sede... . 

C. F. Miller, Chicago artist who has been serving the same Clicnts 
including many of the city’s business paper publishers, during his 
more than 25 years 
on Dearborn St., is 
recuperating after 
a month’s stay in 
the hospital, where 
he underwent a 
major operation. 

Capt. Jimmy 
StahIlman, who 
served with the 
United States Navy 
in Washington and 
overseas for four 
years is now on the 
inactive list and is 
back at his desk as 
publisher of the 
Nashville Ban- 
ner... 

Lawrence G. Ma- 
lone, G. M. Basford 
account executive, 
will give a new 
course in business 
paper advertising 
at the NYU School of Commerce. . . John Clark Broderick, editor 
& publisher of the Nautical Gazette and publisher of Ship’s Manual, 
was married Feb. 10 at St. Sebastian’s Church, Providence, to Mary 
A. Sullivan... 

T/Sgt. Owen Smith, now stationed at Lincoln, Neb., and formerly 
an account executive with the Leo Burnett ad agency, was married 
recently to Betty Arnold, currently starring in General Mills’ shows, 
“Today’s Children,” ““Woman in White,” and the “Guiding Light”. .. 
John H. Collier, pres. of the Crane Co., was best man at the marriage 
Feb. 7 in Rutherford, N. J., of his son, T/Sgt. MacMakin Collier, 
AAF, to Marian Harvey. The couple are honeymooning at Hot 
Springs, Va., before Sgt. Collier reports to the Atlantic City reassign- 
ment center. He recently completed 55 missions in the European 
theater as a B-25 waist gunner... 

Lt. Col. Russell L. Putman, who has been overseas with the Army 
Air Forces for the past year and a half is back in the U. S. A. and 
expects permanent assignment to a rehabilitation center in this 
country. Put is president of the Putman Publishing Company, 
Chicago industrial publishing house. He served with distinction 
in the last war... 

H. Wesley Webb, who retired from the Army with the rank of 
major after serving overseas during most of 1944, is again in 
Chicago as western representative of the trademark service division 
of American Telephone & Telegraph Company. . . John J. Karol, 
CBS network sales mgr., Lee Bland, supervisor of network opera- 
tions in charge of announcers’ auditions, and Lou Chapin, a director 
on the CBS music staff, are giv- 
ing courses in NYU’s “Radio 
Workshop.” . . . John Cowles, of 
Cowles newspapers, broadcast- 
ing company and Look, is the 
newly-elected 14th member of 
the board of directors of Gen- 
eral Mills... 

Hal A. Salzman, head of the 
New York ad and_ publicity 
agency bearing his name, will 
be host at a luncheon at the 
Ritz-Carlton tomorrow ior 
newspaper and magazine rep- 
resentatives. “No tinge of sor- 
did business, no attempt to 
blackjack space, shall be «l- 
lowed to mar this afternoon of 
conviviality and camarade! 
Mr. Salzman promises. . . Wil- 
liam D. Pabst, manager of 
KFRC, will function as liai on 
officer in charge of all broadc.st 
personnel and facilities dur-ng 
the United Nations’ conference 
to be held in San Francisco April 25. . . 

Maj. Stedman Chandler who, before the war, was prom. mgr. of 
the Pacific Coast div. of the Bureau of Advertising, ANPA, \/as 
presented the Silver Star at ceremonies in the European \var 
theater not long ago. Already the holder of the Purple Heart » th 
Oak Leaf Cluster, Maj. Chandler took part in the invasion of A ‘u, 
and later the invasion of Normandy. . . Tom Nelson, v.p. and «| & 
mgr. of Gulf Publishing Co., is the new pres. of the Houston ch: r 
of NOMADS, an oil industry group concerned with sales deve! \D- 
ment of oil equipment and services in the export market... 

Lt. Col. Arthur Goodfriend, on leave to the Army from the « °°: 
board of the Lawrence C. Gumbinner ad agency, New York. ‘5 
editor-in-chief of the Paris edition of Stars & Stripes, which jol s 
on several occasions taken him into front line service as a con “+ 
private. .. The NY entertainment industry has formed a commi'.-®: 
with Mark Woods, Blue Network pres., as chairman and Wil!\.™ 
Feinberg, sec’y of Local 802, American Federation of Musician s 
vice-chairman, to conduct a joint management and labor camp#!=" 

for the Red Cross 1945 War Fund of Greater New York... 


FORECASTER—"A Look Into the Crystal Ball” was the 

subject of Tom Beck's speech before the Washington 

Adclub Feb. 13. The Crowell-Collier president, center, 

is shown doing his crystal-gazing for Rear Admiral 

A. S. Merrill, director of the Navy's office of public 

relations, and Matt Meyer, ad director of the Wash- 
ington News and club president. 


GETS 'DEGREE'—Philip J. Kelly, vice- 
president and general sales manager, 
Carstairs Bros. Distilling Co., confers 
an honorary degree of “Doctor of 
Business Education" upon E. P. Hamil- 
ton, director of merchandising, at a 
ceremony attended by Carstairs "Uni- 
versity"’ associates. 
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War Vet Demands 
Brand Items, Poll 
by Legion Shows 


New York, Feb. 21.— Quality, 
wearability and comfort are the 
three essentials ex - servicemen 
jook for in the civilian items they 
are purchasing, according to the 
frst of eight surveys being made 
by The American Legion Magazine 
of World War II veterans’ buying 
habits. And the majority are con- 
scious of getting those essentials 
in brand name products, the poll 

veals. 

The first thing an ex-serviceman 
buys, naturally, is civilian cloth- 
ing, with automobiles, furniture 
and a radio following in rank. The 
Legion survey of 5,000 ex-service- 
men, of whom 18.6% responded, 
discloses that 40.35% buy one suit 
a year and 16.11% buy three suits 
a year. The respondents men- 
tioned over 28 labels, led by Hart 
Schaffner & Marx with 25.25% and 
followed by Bond, 8.21%; Curlee, 
7.62%; Society Brand, 17.33%; 
Hickey-Freeman, 6.16%; Kuppen- 
heimer, 5.8%; Richman Brothers, 
411% and Howard, 2.64%. The 
average ex-serviceman expects his 
suit to cost him around $40. 

In hats, for which 37% pay be- 
tween $6 and $8, 40% want first, a 
Stetson, then a Dobbs, 15%; 
Adam, 15%; Knox, 11%; Mallory, 
4%: and Portis, 1.47%. 

Three-fourths of the veterans 
(72.46%) demand a brand name 
shirt, with Arrow leading at 59%. 
Others in order are: Manhattan, 
17%: Van Heusen, 5%; Wilson, 
3%. The survey showed that 80.6% 
ff the men buy most of the ties 
they wear, with 17% prefering 
bow ties; 96% buy their own belts 
and suspenders, and 74.55% want 
their socks self-supporting, elimi- 
nating the need for garters. 

Veterans have more respect for 
their feet than before they went 
to war, the survey shows, with 
over 41% buying two and 29.7% 
buying three pairs of shoes a year, 
the greater number prefering 
those that cost from $10 to $12. 


CAB Membership 
Hits Record 144 


New York, Feb. 20.—The Co- 
operative Analysis of Broadcasting 
has achieved a rapid rate of ex- 
pansion in the past nine months, 
with 144 firms, exclusive of radio 
stations, now participating in the 
CAB’s nationwide research pro- 
gram, an increase of 100%. The 
interviewing schedule has tripled 
to 6,500,000 calls per year and for 
the first time in radio, CAB has a 
late night index for listening. 

The twice-a-month interviewing 
area has been extended from 33 to 
81 U. S. cities and the number of 
yearly reports issued was increased 
to 48. Furthermore, advertisers 
have increased 140%; agencies 
60%; program producers 200%. 


Robert Jackson Joins 
Vars Executive Staff 


Robert E. Jackson has joined 
Addison Vars Company, Buffalo 
agency, as a member of its execu- 


tive merchan- 
dising and plan- 
ning staff, ac- 


cording to an 
announcement 


he Chicago office of Ruthrauff 
= R n as a member of the plan- 
‘ing department, and was pre- 
with Critchfield & Co., 


20. 


Bus Webster Products 


ster- Chicago Corporation, 
acturer of motor parts and 


ormers for the radio in- 
~ has purchased Webster 
: luects, Chicago, peacetime 


‘acturer of phonographic 
i changers. Webster Products 
ecome the electronics division 


parent company. 


Cape Leaves CBS 


Betty Cape, formerly with the 
radio sales division of CBS, New 
York, has joined the Yankee 
Network, in charge of presenta- 
tions. 


Westinghouse Promotes 

L. G. Burwinkel, with West- 
inghouse Electric & Mfg. Com- 
pany since 1924, has been pro- 
moted to assistant to the vice- 
president. He was formerly 
assistant to the central district 
manager. 


Cleveland Men’‘s 
2-Week Campaign 
Fights Inflation 


Cleveland, Feb. 20.—An inten- 
sive two-week advertising and 
promotion campaign to aid OPA 
in fighting inflation was begun here 
last week by the war efforts com- 
mittee of the Cleveland Advertis- 
ing Club, the Cleveland Better 
Business Bureau and the Retail 
Merchants Bureau. 


The schedule calls for the 
use of all three Cleveland daily 
papers, 20 foreign language news- 
papers, three Negro papers and 
two labor publications; car cards; 
radio spots and five-minute pro- 
grams; window displays; posters 
for public buildings and factories; 
speakers to appear before various 
groups, and general publicity. 

Three large ads in newspapers 
will be used, each carrying the 
sign-off slogan, “Avoid Runaway 
Prices Tomorrow . . . By Paying 
Only Ceiling Prices Today.” The 
first lists seven ways to keep prices 


35 


down, the second ad describes the 
effect of black market operations, 
and the third points out how the 
armed forces depend on the home 
front fight against black markets 
and inflation. Similar messages 
will be carried on the radio, in 
banners, posters and car cards. 
Climaxing the campaign, Chester 
Bowles, OPA head, will address 
the Cleveland Rotary Club March 1. 
William Farrar, president of the 
Cleveland Advertising Club, is 
general chairman of the campaign 
committee. Sterling Graham heads 
the club’s war efforts committee. 


A Maharajah used to spend $585 a 
year to have TIME flown half way around V 
the world to him each week. (Other TIME 


subscribers in India include the Viceroy 
in his Palace at New Delhi and 
Jawaharlal Nehru in his 

ail at Poona.) 


of Top People 


EVERYWHERE 


Winston Churchill and many of his fellow 

M.P.'s pay double what you pay for TIME— 
to get it by plane each week. (If all the 

members of Parliament who are TIME subscribers 

formed a single political party, it would 

be the third largest in the Commons.) 


— O 
I i Hb an i Ht 
PON TTY Pipe, | ef 
In Bulan - - 


TD 


more of the key executives in Washington read 
TIME than read any other magazine, no matter 


how large its circulation—and members 


of Congress vote TIME “America’s most 


important magazine.” 
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Aaron Bohrod, hands on hips, takes a minute or two 


off from digging a slit trench in the jungle. 


Bohrod, winner of many awards—including a 
$1000 Metropolitan Museum purchase prize—is 
one of 25 famous easel painters commissioned by 
LIFE to record on canvas World War II. He is per- 
haps best known for his moody street scenes of 
Chicago where he was born 38 years ago. 


In the Solomons campaign he caught on canvas 
the fierce jungle fighting during the invasion of 
Rendova; then went to England to record scenes 
in bomb-scarred London. Six days after D-Day, he 
landed on what armed forces’ code called ““Omaha 
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Artist Bohrod was in one of the first boatloads to land on Rendova during the New Georgia 
» invasion. Like every other soldier, he had to dig his own foxhole and fight for cover. The 
wetness and tenseness of this painting, titled “Taking Cover,” are things the artist felt. 


Nit iil - ant 


Beach,” the bloodiest on the Normandy beach- 
head. He spent a day and night exploring the shell- 
pocked countryside, sketching and experiencing 
half-hourly enemy plane raids. Having completed 
his Normandy paintings in the U.S., Bohrod is now 
in Germany. 

LIFE artists have finished more than 700 can- 
vases since Pearl Harbor. After the war, the entire 
collection will be donated to the U.S. Government. 

Such graphic, on-the-spot reporting by LIFE’s 
distinguished artist-correspondents supplements 
LIFE’s photo-and-text coverage of important and 
interesting events all over the world. This realistic 


aS 


His studio is a slit trench 


and revealing technique will be equally effective in 
peacetime as another means of portraying what's 
going on. 


Making good art available to millions is one of 
the reasons for LIFE’s great popularity . . . one 
reason why no other magazine in America’s history 
ever had so many readers every week. 


Down a lane just half a mile from the Normandy beachhead, Bohrod found this farm se. 
A shell had knocked a hole in the stone fence. G.I.’s use their French-phrase booklet | ilk 
with the farm wife. Germans were still sniping in this area when Bohrod went thro. 4 
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: GO m lM, P La just weren’t thinking of selling at all. of direct mail. It is quick and flexible and 
They were talking radar, electronics, avia- comparatively low in cost. It can prepare 
lhe reative BUS MCF tion—anything else but selling. Nobody the way for salesmen or bring in orders . 
had sold them the idea of personal selling between visits of salesmen. It can sell : 
es " as a future field. by itself where necessary. - 
» Add to this the possibility of salesmen’s Certainly in the period between V-Day 


ve lg © teen, Ss. It’s the new idea in hand care. space in ten years. there fighting for the runner-up spot. a 
oe iw advertising before . . . to make them ; f : As a media man who has had as much But regardless of what the agency’s edi 
hat’s start a story that the short text quickly Trushay guards your hands, even in : 4 Pay : ; 
a hot, soapy water... helps keep them as anybody to do with raising the stature billings may be, or what title he may i oo 
ells. smooth and thrilling. Try it today. of media buying and with developing the hold, you can bet that Ben Duffy will be aig 
Second, there is the art director who, By underlining the your in the first more scientific aspects of advertising, Ben in there pitching for more scientific and Bers vt 
ne of n almost every case, has made his lay- paragraph, stay in the second, Before in Duffy’s views on the importance of fre- more adequate services for clients and . 
- ones outs so that nothing can intrude upon the the third and guards and keep in the quency are especially interesting. Fre- for advertising. There is, for example, 2 
action of those hands. The cutting off of fourth, there is just the right emphasis quency of insertion in any medium is a __ the continuing check of newspaper ads for 
story the heads in the picture here is no less 1 key factor, he believes, and it is his 


ie Maxwell Droke, president of _Droke work. Those in the armed services have /n Billions of Dollars - Year by ear - Not Cumulative 
House i is, in a stimulating talk learned new abilities and may have grown 

#q St, ag aga oT teen em- ane from sales work. BANK DEPOSITS SECURITIES (including \\ DURABLE GOODS INSURANCE 

* phasized one thought that every sales ex- Those who do come back to sales will Government Bonds) 
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We think a fair number of people 
should feel pretty good about the current 
agazine campaign for Trushay hand 
tion. 


In the first place, there are the persons 
vho planned it—to use hands more ex- 
pressively than they have ever been used 


mportant than the use of small, strong 
cript in four brief paragraphs in place 
of formal type. 

The photography is excellent. 

And so is the text: 


’ ifes tytn te vig bag te ks coneetl, om 
“this trick fsagnant, “bafortband botiom. 
Aram Oaud cane 


Trarhog quad your Caiaihe, even inn 
hor ron py wath . . Gales Keep th tin 
Smooth and Herida! Thy  Hedag, — 


Soft, endearing hands ‘ 

are part of every love story... 

part of your love story, too, 

So be sure your hands stay romantic... 
even though you're busier than ever before. 
It’s easy with Trushay to help you. 


Before your everyday tasks smooth on 
this rich, fragrant “beforehand” lotion 


to make the whole selling story pointed 
and personal. 

This is a very fine advertisement out 
of a fine campaign. For whoever thought 
up the beforehand idea got some mighty 
unusual help. 


Ihe Pay - Of f NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mai 
order advertising—and which are equally important to the advertiser who 
does not seek direct inquiries or orders—will be reviewed and discussed from 
week to week. Pertinent case histories, queries and comments from readers 
are invited. Whenever possible they will be answered here. 


BY ELON G. BORTON 
Advertising Director 
La Salle Extension University 


€cut:ve should do a lot of careful thinking 
about now lest he do some regretful think- 
Ing about it after the war. It also has 
keer. significance for direct mail people. 

’s forces have for the most part gone 
all to pieces during the war. Many sales- 
men nave enlisted, others have been called 
nto the home office or factory for other 
and some have gone into war work. 
Ml. skeleton organizations have been 
nal tained for trouble shooting and good 
Will contacts. 

1€ sales executives have assumed 
10st of these men will be right back 
e sales firing line with V-Day, to 
with the important job of selling the 
ndous amount of goods and services 
nust be sold to keep up our national 


economy. But will they? 

They’ve all grown older and some will 
have lost their desire to sell because of 
age or of having tasted other forms of 


have to be thoroughly re-trained. They 
have got out of the habit of hard selling 
and even those who have remained on the 
active sales force have been softened in 
this period when buyers are begging for 
goods. How many of those returning will 
be able to make the grade again? 

Obviously we must rely mainly on the 
new crop of youngsters coming into sell- 
ing, either from the armed services or else- 
where. In former years we could always 
count on a large number of these because 
they thought of selling as a glamorous, 
well-paying field. 

But ask your own youngsters or those 
in your neighborhood and see how many 
are thinking about selling as a career. I 
was amazed at the response I got—maybe 
you will be, too. These boys I talked to 


unions (definitely a probability), the trend 
toward selling salaries rather than straight 
commissions and the governmental drive 
toward higher incomes—and you have 
something to think about. 

One partial answer is in the wider use 


You Ought toKuow . 


and the acquisition of a complete, fully 
trained sales force, direct mail can be a 
helpful stop-gap. And for many selling 
organizations, it should be used per- 
manently and in much larger measure 
than ever before. 


ae BEN DUFFY 
“It’s not the advertising business which being one of the greatest getters of jobs < 
gives you ulcers, it’s love of the business.” for other people in the advertising busi- ‘ae 
That statement comes from Ben Duffy, ness. He loves it, and sees no reason why ‘Sa ~~ 


who ought to know, because (1) he has 
spent 26 years as an advertising man; and 
(2) he has had five 
major operations dur- 
ing that period, two of 
them for ulcers. 

Bernard Cornelius 
Duffy left the Arbuckle 
Coffee Company to its 
fate 26 years ago to 
join (a _euphonious 
term meaning to work 
for) Barton, Durstine 
& Osborn as a messen- 
ger boy at $1.75 a week, 
and he’s been working 
and living and loving advertising ever 
since. 

Now Ben is executive vice-president of 
Batten, Barton, Durstine’ & Osborn and 
occupies a plushy office on the tenth floor 
of 383 Madison, overlooking Manhattan’s 
Ritz-Carlton. He sits in the lush quiet 
of two exposures, cork-lined walls and 
green and red upholstery, behind a desk 
with two phones and no litter, but he’s 
still the nice and unassuming guy who 
won the respect and admiration of thou- 
sands of media men through the years. 
And he still thinks of himself as a media 
man, although he hasn’t actually bought 


Ben Duffy 


contention that one of the weaknesses of 
radio advertising is that if a listener 
misses one program, he also misses the 
advertiser’s message irretrievably. In 
newspapers or magazines, this is not so, 
and it is a point in their favor, he thinks. 
And incidentally, he’s a director of both 
the Audit Bureau of Circulations and the 
Cooperative Analysis of Broadcasting, so 
he should be impartial. 

It’s difficult to get Ben to talk about 
himself or the things he has done, but it 
is not at all difficult to get him to talk 
about the business he loves. As a matter 
of fact, he has long had the reputation of 


everyone else shouldn’t feel the same way 
about it. He’s a veteran of 26 years’ 
service in business, but he’s only 43, and 
he couldn’t possibly have ever been more 
enthusiasitc about advertising than he is 
right now. 

At present, for example, he is all 
hepped up about instilling his passion for 
war theme advertising into the minds of 
all copy men and artists. “Once the copy 
people and artists get the religion,” he 
says, ‘““war themes automatically appear.” 

Thus Ben believes that the way to make 
a client war-theme conscious is to get 
every creative man on the account enthu- 
siastic about the potency of the theme. 
Then, he says, they’ll have little trouble 
transferring their enthusiasm to the ac- 
count executive, who in turn can present 
a campaign to the client in which he 
really believes. 

Selling everybody on the importance 
and the business-building value of war- 
theme advertising isn’t always easy, but 
Ben has never been interested in the easy 
things. “Good things don’t come easily,” 
he says. “Let’s make it difficult for our- 
selves.” That philosophy helps explain 
why he isn’t anxious to see his agency 
“the biggest in the country.” He thinks 
it’s healthier and more fun to be right up 


which he is responsible. Using IBM ma- 
chines, this report breaks down the where, 
when and what of an insertion until it can 
be examined microscopically for any of 
its clinical aspects. And there are the 
books and the articles he has written 
through the years. Two of the books 
repose on his desk—‘Advertising Media 
and Markets,” which took five years to 
write, and “99 Days.” Aside from his 
love for advertising, this good-looking, 
calm man whose curly black hair is be- 
ginning to turn gray has only one real 
hobby: spending a relatively leisurely 
weekend at his house in Rye with Mrs. 
Duffy and their daughter and son. 


Business Chart ot the Weeke 
SAVINGS OF INDIVIDUALS DURING THE PAsT 5 YEARS 
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38 
Joins ‘Labor Herald’ 


Elizabeth Golden, account ex- Fate of Censuses 


ecutive with Hillman-Shane- 
sb ios ae see H . R | 

e Laoor hera Os ngeles, ol- 
ficial CIO newspaper in California, angs in q ance tion, and Dr. Virgil Reed, who 
as advertising and business direc- conducted the Census of Busi- 
tor. The Labor Herald has opened 


® 
oat : ness and Manufactures for the 
new advertising and business of- After Hearings Census Bureau in 1939, the group 
fices at 357 S. Hill St., Los Angeles. told committee members that the 
Miss Golden previously was with sample census would be of no 


the McCarty Company, and Hugo | Marketers Oppose value to marketing men, and that 
Scheibner. Inc., both Los Angeles. | the entire project should be held 


| Sample Count on up until complete censuses of busi- 
| Distribution ness and manufactures can be 
| 
| 


i Congress, by the report, of a 
| group of marketing men who ap- 
peared before the appropriations 
committee to oppose the project. 
Headed by Edward Carroll of 
the American Marketing Associa- 


made simultaneously. 


Washington, Feb. 22.—The fate Ask for Postponement 

of the 1946 Census of Manufac- : ‘ . 
| tures and the sample Census of While their testimony before the 
Business remained in doubt today, | Committee has not yet been re- 
/as marketing men and statisticians | leased, members of the group ex- 
put themselves on record for no| Plained that they attempted to 
census at all until manpower is|™ake the following points: 
available for a full and complete 1. Both a Census of Manufac- 
report on the nation’s distribution | tures and Census of Business must 
system. be taken at the earliest possible 

Budget Bureau officials who had | Moment to enable business to do 
moved ahead on the sample Cen-| its postwar planning. 
| sus of Business despite the open 2. The sample Census of Busi- 
hostility of business interests ex-| ness proposed by the Budget Bu- 
pressed chagrin today at the bit-| reau would be useless for business 
terness that has been stirred up| planning because the results could 


TO SEE THE HOUSTON OF TOMORROW... 
LOOK AT HOUSTON TODAY ! 


THE DAILY BUSINESS NEWSPAPER OF THE 
NATION’S CREATEST INDUSTRIAL AREA 


2 


eee 


"Mlecheaia OF AMERICA 


All authorities agree that America’s foreign 
trade and ocean-borne commerce will be 
far greater after the war than in the pre- 
war years. In this respect Houston is in an 
enviable position as a great industrial cen- 
ter and as a great port also. 

Houston is one of America’s largest 
ports. (In 1941, when last official figures 
were released, cargo tonnage of the port of 
Houston was third largest in the country. ) 
After the war, Houston’s world-wide com- 
merce will be restored . . . and will be 
greater than ever. 

Houston is also one of the nation’s lead- 


ing shipbuilding centers, with two gigantic 
shipyards built since our entry into the 
war. The building and maintenance of 
ships will continue as an important post- 
war industry. 
Maritime Houston is a valuable. asset to 
~ the industrial Southwest and an important 
factor in the growth of metropolitan Hous- 
ton, the South’s largest and richest market. 
Ocean-borne commerce, however, is only 
one of the many important industries 
which will assure Houston’s growth and 
continued dominance as the industrial and 
maritime metropolis of the Gulf Southwest. 


—_—_—— sa | 

= THE HOUSTON CHRONICLE ‘ 

YANKS SWAI Near Austrut Border=aaia | 
gad Gree’ 


Red Tank weep Gree’ Leftists ‘. 
The Houston Market is sold 


when your story is told 
«in The Chronicle 


Test 
in this 
market in both ad- 


vertising and circu- 
lation for over 32 


THE HOUSTON 


CHRONICLE — 


R. W. McCARTHY THE BRANHAM COMPANY 
National Advertising Manayer National Representatives 


consecutive years. 


Advertising Age, February 26, 


not be tabulated in sufficiently 
localized form. 

3. Unless Congress is willing 
to order full reports now, the en- 
tire project should be held up until 
both studies can be made simul- 
taneously. 

With representatives of the 
American Marketing Association, 
the’Four A’s and the NAM putting 
themselves on record in this man- 
ner, and Dr. Reed expressing a 
supporting view in a letter to the 
committee, Budget officials ad- 
mitted they got a thorough going 
over at subsequent hearings. 


Budget Bureau on Carpet 


Instead of cleaning up the bill 
last Saturday, as Originally 
planned, the committee ordered 
Dr. Stuart: Rice, chief of the sta- 
‘tistical program for Budget, to 
return with his staff on Monday 
and again Tuesday for further 
discussions. Members of the com- 
mittee asked to see all the forms 
and employment estimates in- 
volved in the project. 


Republican members of the com- 
mittee, already stung by adminis- 
tration steam-roller tactics which 
pushed through a final appropria- 
tion for the Census of Agricul- 
ture by a party-line vote, were 
apparently sold in opposing any 
appropriation for further statis- 
tical studies. 


Whether this Republican oppo- 
sition would dissolve at some fu- 
ture date when the manpower sit- 
uation may have improved remains 
a question for speculation. 

According to reports, the de- 
ficiencies bill containing the cen- 
sus programs will probably be 
|reported within a week or ten 
|days. Should the Census of Manu- 
factures and sample Census of 
| Business survive the committee it 
would certainly head for a hard 
| fight on the floor. 
| Representatives of marketing 
| groups who came here last week- 
}end to appear before the appro- 


= | priations committee explained that 


|marketing men feared that if a 
| sample Census of Business were 


taken, chances for a full stig 
the near future would be je 
ized. 


Hope for Quick Chang; 


Some members of the eroyy 
privately explained that i: wa 
hoped that the manpower rigis 
might be sufficiently diss pateg 
within “a few months so ‘iat 
request for funds for full siudie, 
could go up to Congress, ani tha; 
preparations could be mace fp 
taking the census by March 
July, 1946. 


In their testimony, members o; 
the group said it might be we 
for Congress to authorize prep. 
arations for the studies now, wit) 
a proviso that only the existin 
staffs of the Census Bureau » 
used, and that no forms be dis. 
tributed until Congress fee!s the 
manpower situation is sufficient. 


ly cleared. 
Budget Bureau executives wh 
ran into the aftermath of the 


statement by the marketing me 
expressed fears that preparation; 
for the 1946 sample Census of 
Population, and the consumer in- 
come, expenditures and savings 
studies would go by the board if 
the Republicans prevailed. Thei; 
position was further embarrassed 
today when the American Sta- 
tistical Association urged its mem- 
bers to telegraph their opposition 
to a sample Census of Busines; 
Meanwhile a complete tabula- 
tion of the 1945 Census of Agri- 


culture, containing 215 questions 


on the rural economy, was as- 
sured when the Senate quickl 
completed action on a $6,720,001 
supplemental appropriation, an 
sert the bill to the White House 


Telechron Appoints 


Col. W. F. Bigelow, recently re- 
turned from service, has rejoine 
Warren Telechron Company, Ash- 
land, Mass., as sales office man- 
ager. W. J. Haggerty has been 
promoted to industrial sales man- 


|ager and E. J. Holland has become 


special clock sales manager. 


side. 


Case Tractor and other Case implements are 
manufactured in TRI-CITIES, on the Illinois 


| Furnishing Equipment for a 


Billion-Acre War Plant 


| A sizable job, you'd sdy. 


And yet that’s the job of the farm 


equipment industry today, of which TRI-CITIES is the hub. Farmers 


have come to fully realize the importance of machinery .. . 
| this awakening will carry over into postwar. 


machinery than ever in years to come! 


This marks TRI-CITIES for steady and prosperous growth. It 


means more postwar jobs in TRI-CITIES . 


‘more consumer goods bought and sold . io 4 
| advertisers! Already, TRI-CITIES is the largest market in Illinois 
. over 200,000 urban population, 


| or lowa outside of Chicago . . 
| and still growing! So grow with us. . 


@ This prosperous market is thoroughly blanketed by popular WHBF. 
@ The major portion (60%) of TRI-CITIES Is on the Illinois side . . 


fully covered without duplication by .. . 
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ty in 
ard- 


Ricid Controls 
ofPul on Clothing 
“<flndustry by WPB 


that {| Production, Sales, 
‘ya Pricing Would All 
Be Regulated 


Well washington, Feb. 21—A_far- 
"4 ©D- MF .oching set of government direc- 
With Moc designed to control the op- 
“"08 @# orations of the elusive and widely 
U eM ottered clothing industry, were 
Warne <cyed this week, apparently sub- 
iecting the entire textile trade 
‘rom the mill to the retailer to 
the most severe regulation yet im- 
sosed on a major civilian activity. 
Forming a rigid new artificial 
hannel of distribution, the gov- 
ernment directives are designed to 
determine the types of clothing 
that may be made, the channels 
through which they are to be sold, 


rd. nd the prices that are to be 
fete, harged all down the line. 

po. Whether such an_ elaborate 
Roy structure of regulations can re- 


main intact under the heaving and 
hauling of the trade remained a 
bul: subject of wide doubt here, but 
Ula- HM omcials of the Office of Civilian 


ane Requirements commented that 
“HONS HM they believed it would restore a 
ickly good amount of essential cloth- 
20.000 mm ins for children and adults, in all 
“ yr price ranges. 

Louse Regulations Attacked Bitterly 


Industry people have bitterly 
ttacked the regulations at all 
oints, and cOnsumer groups in- 
ist that they have already been 
sufficiently riddled so that no- 
vhere will the desired amount of 
low cost clothing result. 

Chief weakness, according to 
the consumer people, is the fail- 
ure to direct mills to produce 
stated quantities of materials, and 
to place definite limits on the 
mounts and types of so-called 
luxury goods, 

On the other hand, government 
people say they feel they have 
made a good compromise in writ- 
ng the orders, and that 75% of 
ill cotton and rayon available for 
‘ivilians will go into the essential 
garments and 80% of the small 
PP i et will likewise be chan- 
neled. 

According to the plan, certain 
types of clothing, such as all chil- 
lren’s garments, men’s and wom- 
en’s underwear, trousers, shirts, 
suits and pajamas are listed as 
essential. Firms that wish to pro- 
duce these items to sell in pre- 
determined price brackets are giv- 
en priority in buying whatever 
materials the mills have on hand. 


See Safeguards Needed 


It is at this point that critics 
say difficulties will arise. For one 
thing, they say there is no safe- 
guard to prevent mills from mak- 
ng only fabrics which are not 
subject to priorities. For another, 
they say it will be impossible to 
heck up to determine whether 


manufacturers are getting too 
many priorities for the higher 
d goods. 


_ Officials say, however, that these 
‘ficulties have been overcome by 
‘the OPA part of the program, for 
. is now requiring that manu- 
acturers plan their price lines so 


a 


the weighted average of their 
" g prices will be restored to 
i? iverage level of their selling 


in 1942-43. Thus, they 
d have to handle low priced 


NO USE TURNING 
fy CUSTOMERS AWAY 


yet you may If You 
ing just that. | Manufacture 


Th s a 7 billion 
- ar market you and Sell 
encourage| COSMETICS 


ly by lettingt 
people know you'd welcome their 
ness. For the Negro looks to his race 
Press for guidance. Your advertising in 
Negro papers can earn his confi- 
_ ©, good will and regular patronage. 
“\t whether your product is cos- 
, food, drink, wearable, or any- 
ing else, it will pay you to write to 
+ State United Newspapers, Inc., 545 
th Ave., New York, for the facts on 
© success stories built out of reach- 
this great and growing market. 


Adv rtising Age, February 26, 1945 


as well as high priced lines to hit 
this average. ~ 

From the retailer’s point of 
view, the program has at least 
one attractive recommendation in 
a clause that manufacturers re- 
serve at least 90% of their pro- 
duction for customers who bought 
in 1943. Each customer is to be 
given his pro rata share. 


Fear Pricing Plans 


While retailers are pleased with 
this fair distribution clause, which 
is received as a promise that they 
will soon have more complete 


price lines, they are afraid of the 
OPA pricing activity.’ All goods 
made under the program will have 
prices attached by the manufac- 
turer, and retailers fear that mar- 
gins will be considerably lowered. 

The women’s dress industry is 
understood to be generally satis- 
fied with the program, but men’s 
suits makers say the short wool 
supply will probably result in lit- 
tle production. Wool people in 
general are displeased with the 
plan, asserting that their market 
may fall to the rayon people as 
a result. They also say they fear 


that Paris will regain the role of 
style capital, which it lost dur- 
ing the war. 

Explaining why rayon and cot- 
ton mills were not directly sub- 


jected to the order, WPB says it | 


feared loss of production if orders 
were too rigid. Military orders 
frequently require adjustment of 
the looms, it was pointed out, so 
mills must be free to make what- 
ever fabrics their available looms 
permit. Officials say that if the 
low price fabrics are not avail- 
able, further orders applicable to 
the mills will follow. 


39 
'Three Join CCA 


| Food Field Reporter, Hotel Bul- 
letin, and Modern Miss have 
joined Controlled Circulation Au- 
dit, Inc., New York. 


CORN — HOGS — OATS — CHICKENS 


wrwrpno 


CATTLE — SHEEP — HAY — WHEAT 


WE WANT 
NEWSPAPERS WITH 


MARKET-WIDE 
INFLUENCE 


That intangible quality, influence, means tangible results for 


the advertiser. In the Oregon market, The Oregonian enjoys 


the utmost confidence and respect of its readers, through years 


of intelligent leadership in the thought of the whole region. 


Result: market-wide influence of a caliber hardly believable 


for such a vast area. 


Thinking of today and planning for tomorrow, you'll 


include the great Oregon market in your plans; and you'll 


reach this market with the newspaper with the greatest 


influence and the greatest circulation— The Oregonian. 


“If you aren’t in The Oregonian, 


you aren't in the Oregon Market” 


Che Oreqonia 


PORTLAND, OREGON 


YOU MEAN - 
LIKE TAAE 
OREG ON/IAN 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 
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Coloso Names Kendall 


Coloso Ltd., Ridgefield, N. J., 
exporter of heat resisting glass 
cooking utensils, has named Ken- 
dall & De Fillippes, New York, to 
handle its advertising abroad. 


To Gartield & Guild 


Bob Weiss, former copy chief of 
Kalom Company, Chicago agency, 
has joined Garfield & Guild’s San 
Francisco office as account execu- 
tive. 


ALL BY ITSELF.. 


THE LIMA NEWS 
,, 


other metropolitan city in 


NORTHWESTERN 


OHIO 


AN ae 


Pillsbury Mills 
Features Seed 
Coupon Offer 


Minneapolis, Feb. 20.—Pillsbury 
Mills, Inc., is featuring a spring 
seed coupon offer in its February 
and March advertising in newspa- 
pers, magazines, rotogravure and 
radio. The offer of $1.75 worth 
of flower and vegetable garden 
seeds for 25 cents will back up the 
company’s food products, as the 
word Pillsbury, clipped from any 
package of a Pillsbury food prod- 
uct, must accompany the 25 cents. 

A four-color full-page insertion 
picturing some of the flowers and 
vegetables included in the offer 
will be used, first in 14 metropoli- 
tan newspaper rotogravure sec- 
tions and in pictorial review sec- 
tions of eight Hearst papers the 
week of Feb. 18. It will follow in 
This Week Magazine Feb. 25. Mer- 
chandising hangers for grocery 
stores and magazine ads will also 
carry the color ad. 

Black and white ads of 500 and 
1,000 lines will run in more than 
300 newspapers. The coupon offer 


and Pillsbury’s recipe-of-the- 
month will co-feature March in- 
sertions in McCall’s, Pathfinder, 
agin: Farming and Woman’s 

ay. 

Radio support includes commer- 
cials on the seed offer on Pills- 
bury’s “Grand Central Station” 
over CBS, at 1 p.m, EWT, Satur- 
days, and spots on 125 stations. 


B&O Running Series 
in On-line Towns 

The Baltimore & Ohio Railroad 
is publishing a series of newspaper 
ads in smaller communities along 
the road’s 11,000 miles of track 
emphasizing the B&O as “The 
Link Between” producers and con- 
sumers in the small towns. The 
campaign has been released in 
245 dailies and weeklies in 185 
cities and towns. Richard A. Foley 
Advertising Agency, Philadelphia, 
is agency for the B&O. 


Becomes Carter Agency 


Carter-Owens Advertising 
Agency, Kansas City, Kan., has 
become Carter Advertising Agency, 
effective March 1. Personnel of 


the company remains unchanged. 
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Minneapolis 4, Minn. 


THE METALS REVIEW 


7301 EUCLID AVENUE 


A. P. FORD 
Western Representative eg 
7301 Euclid Ave. 
Cleveland 3, Ohio 


ROBERT S. MULLER 
Eastern Representative 
58 West 42nd St. 

New York 18, N.Y. 


DON HARWAY 
West Coes! Representative | 
816 West Sth St 
Les Angeles 13, Calif. 
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W 
METAL INDUSTRY 


YEARLY 
1 ARTICLES on 
¥ MACHINE TOOLS? 


THE METALS 
REVIEW 


It's a full-time reading job to keep up with fast- 
moving events and developments in machining 
and machine tools. 491 magazine articles, lec- 
tures and books in the last twelve months. 


However, The Metals Review simplified the job 
of finding out what happened and where. 


Month by month, this digest magazine of the 
metal industry presented concise, complete re- 
views of each development; classified them under 
“Machining and Machine Tools” for easy refer- 
ence. Advertisers such as Continental Machines, 
Inc., specified positions alongside such editorial 
material to reach readers at the most timely 
point-of-interest. 


Covering the complete range of metal produc- 
ing and metal working operations with 27 digest 
classifications, The Metals Review is the monthly 
reoders’ digest for the metal industry. It is a 
“natural” for advertisers. Specific advertising 
locations are still available to reach all branches 
of the metal industry. Tell us your markets and 
let us work with you now. 
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Newsmen Chill to Krug’s 
Public Relations Role 


Washington, Feb. 22—Those who 
read their newspapers and news 
magazines carefully will probably 
detect the fact that newsmen have 
chilled toward WPB Chairman J. 
A. Krug since he became an all- 
out advocate for the National 
Service Act, tight lid on reconver- 
sion talk, and other austerity 
measures. 

Many reporters feel that the 
36-year-old WPB chairman, who 
has done such a fine job as a pro- 
duction troubleshooter, is commis- 
sioning himself as a public rela- 
tions expert, on the theory that 
newsmen can be manipulated just 
as aluminum sheet or steel ingots 
are directed by WPB. 

At a conference last week, for 
instance, Mr. Krug put himself in 
bad grace by blandly denying that 
WPB was working to complete a 
new reconversion plan by Feb. 23, 
although reporters at the table 
had copies of instructions to that 
effect printed in the Federal Reg- 
ister by the Office of War Mobil- 
izer Jimmy Byrnes. Krug insisted 
reconversion “is constantly under 
study” and that a plan would be 
announced “before the war is 
over.” 

He proceeded to further embar- 
rass himself by flatly rejecting in- 
quiries about the low-cost clothing 
programs, asserting that “if a few 
of you are interested in this we 
can take it up at another time.” 
Later, a full house at the textile 
conference demonstrated that “a 
few” was a mild understatement. 


By STANLEY E. COHEN, Washi 
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ence got virtually no play | 

newsmen suspected they ha 
rigged to exaggerate the man) 
shortage. 


Cause 
been 
OWer 

* * * 


Headaches: Chester Bowles has 
his troubles. Just after he 


Ssueq 
a glowing statement abou: the 
contributions of OPA’s 517 indys. 
try advisory committees, R. ¢ 
Bartlett, vice-president of Botany 
Mills, told the informal Hous, 


committee on woolens that “Sust 
because we are the industry aq- 
visory committee, don’t assume 
that OPA tells us what is doing 
or takes our advice.” Then hy 
became embroiled with one wij. 
liam P. Jacobs, executive directo 
of the Print Cloth Group of Cot- 
ton Manufacturers, who had writ- 
ten a report outlining his opera- 
tions in opposing the low price 
clothing programs. Mr. Bowles 
finally made a public appeal ove; 
Mr. Jacobs’ head, asserting that 
he was “confident” that the in- 
dustry “would join in the con- 
demnation” of such tactics as 
threats to amend the law. Round- 
ing out the day, Bowles issued a 
statement challenging the conten- 
tion of the Cotton Textile Institut 
that OPA intended to slash cot- 
ton textile profits from the 1944 
level of $340,000,000 to $35,000,000 
New pricing procedures would 
probably stabilize industry profits 
at about $325,000,000 a year rate 
Mr. Bowles insisted. 

Let-down: Numerous busines: 
men have come to bargain with 
WPB over the brown-out, promis- 
ing to reduce interior lighting in 


Incidentally, steel shortage figures 
handed out at the earlier confer- 


exchange for a show-window 0) 
a sign. They get a cold reception, 


Here's important news for time-buyers interested in the rich Kansas City market 


—a vigorous program promotion campaign recently launched by KCMO through- 
out the greater Kansas City area. 


nie 
KCMO newspaper ads inviting people fix 


to listen have a total monthly circula- 
tion of 15,000,000. 


KCMO outdoor posters reach 
3,555,405 people every week. 


% Spot movie shorts shown 
in 22 theatres feature 
_KCMO programs. 


Represented by John E. Pearson Company 
Chicago @ New York @ Kansas City 


GO PLACES IN KANSAS CITY 


WITH 


E. K. (JOE) HARTENBOWER « GEN’L. MGR. 


Kansas Citys Gasce-and ONLY-BLWE Yetuork Station 


conte St 
thing u 
nost V- 
 ‘Taxe: 
dolph’s 
ers to 
whethe 
penditu 


Means | 
Randol) 
Congres 
Commit 
terested 
interest 
Mortali 
Treasul 
Series 
of the 
been reé 
maturit 
sued si 
ready k 
0% of 


1943 ha 


Prom 
version 
‘ontrac 
t had t 
here is 
aring 
ents. 
ersona 
anks 4a 
and sul 
he spe 
ons of 
ation. 
ling, O 
ion thi 
till cor 
ion anc 
re nec 
or adj 
ion.” J 
ector ¢ 
‘orpora 
na huf 
le is 1 
SWPC ¢ 
won't te 
all bi 
Fores’ 

own 
vationa 
tance, | 
tour 
hould 
ccomm 
r depey 
ark Se 
le viole 


0 
io 
. 5 
i 
h 


IL 


AL 
(Oh 


5.9 
Atk fe A 


PO Advertising Age, February 26, \9, 
| ‘ Advert 
> ie SS. Lestat es pas ES. Sa ee volunta 
‘ ' . to iS p. ae = <5 on ¥ ig. < ais fe Be oe i Se, - ARS. “ee 
3 = In Wa ay if w 4 4 COLE é Ay Laug 
. — Offic 
ee ead 2 | 
: = f ? ie 
| | when I 
Pe Registe: 
bring | 
fn AR A ce date E 
| word le 
At | tailn en 
| | ticed fe 
ne tip] 
ae 
| FO ; 
| expenst 
ests j 
| a | | 
| ee . 
a 
‘bi / Wee 
| — ‘ ‘ iS ne 
‘ sail | C ‘ - 
CaN 3 a. = Boe | 
q ‘on 4 “eae 
wee a a, nu 3 a eS SS ae = j 
4 : Mee oC | ; nae ss * { Cel a , ¥ SS a ; 
aegis Sey . ener :— rr 
— | eee For Winning L's ITY 
es |e KANSAS C * 4 
fF a 
ee 
— Cha) = 
. Ween oage ‘ie ates wae. or al ga 
wass\ ua ae While ¢ 
Fe Se Bo acer ly 
2 Fea aw ‘ " bby SRN ee es i § 
Tage — ~~ ae 276 to 
4 gy \. wt [> | er pac 
TT ~*«Y Qf Bi ACE wo ee 1 ought 
) , “ae ae £ Be evi ; 
| Og " aH, [Ne pale | rere in 
laa Nab dae Se 
¥ wh Prey Th er 3 . ; : “3 2 \ ote Con r 
ae \.\2" 2s ) sg ropos: 
Ste | A . if? — mane <3 war 
) B\\ 2: ‘in 
Pe +s i if t] 
— ; ee, oe 
Bo — (g : 
| METALS REVIEW 1 fj Wy} 
aa THE mais Qu | 1 
— gah alba Y FOR METALS _ 
AMERICAN sOCcIET 2 
= 
Peis: % ‘s - -. id 3 n 4 : 2 7 


i" 
co 
rh 


FE OP 


1944 
000 
uld 
ofits 
rate 


iness 
with 
mis- 
g in 
V Ol 
tion 


Advortising Age, February 26, 1945 41 


nd a reminder that “this is a 
solu: tary conservation campaign 
ll as a mandatory one.” 

* * * 


Laugh: Reconversion news be- 
ing 0 black market item here, the 
ofice of War Mobilizer Byrnes 
nad « hearty laugh at the expense 
f the Washington news colony 
when no one caught the Federal 
Register Report ordering WPB to 
bring reconversion plans up to 
date. Buried at the end of a 4,000 
word legalistic document on “cur- 
tailment, renewal and termination 
of war contracts” it went unno- 
ticed for three weeks until some 
one tipped off United Press. WPB 
confesses no plans can mean any- 
thing until they learn more about 
post V-E Day military buying. 

Taxes: Rep. Jennings Ran- 
dolph’s HR1931 enabling publish- 
ers to decide for themselves 
whether they want to consider ex- 
penditures for promotion or main- 


tenance of circulation as business | 


expense or capital investments 
rests in the House Ways and 
Means Committee, where a similar 
Randolph Bill died in the previous 
Congress. The Ways and Means 
Committee would probably be in- 
terested in hearing from anyone 
interested in testifying on this bill. 
Mortality Rate: After ten years, 
Treasury finds that 27.6% of the 
Series A “baby bonds,” ancestor 
of the Series E war bond, have 
been redeemed prior to reaching 


Mmaturity. Of Series E bonds, is- 


sued since 1941, 15.65% have al- 
eady been redemed. More than 
0% of the Series E bonds issued in 
1943 have been turned in. 

tk tk ok 


Promotion: Soft-pedal on recon- 
version is troubling the Office of 
‘ontract Settlements, which finds 
it had to convince war plants that 
here is little time to lose in pre- 
aring for cutbacks and settle- 
ents. Letters, telephone calls, 
ersonal visits, and appeals to 
anks are used to get contractors 
ind sub-contractors interested in 
he special lectures and instruc- 
ons offered in advance of termi- 
ation. In promoting this plan- 


ling, OCS resorts to the explana- 
ion that “the national effort is | 
till concentrated on war produc- | 
ion and that contract settlements | 
bre necessary to clear the decks | 
or adjustment of such produc- | 
ion.” Blowup: Abbott Smith, di- | 
ector of the Smaller War Plants 
‘orporation since 1942, pulls out | 
na huff with the explanation that | 
le is wasting his time because 
sWPC Chairman Maury Maverick | 
von’t take any advice on helping | 
all business. 
Foresight: Government is doing 
is own postwar planning. The 
ational Park Service, for in- 
tance, looking forward to a boom 

tourists, wonders whether it 
hould plan to expand lodging 
hccommodations within the parks, 
r depend on nearby communities. 
ark Service prefers to do as lit- | 
le violence to scenery as possible, | 
fd would prefer to depend on 
itlying communities if it appears 
actical. Trends: Tax reports | 
how the net from the 1'%c fed- | 
al gasoline tax jumped from | 
265.3 to $328.6 million in 1944, 
vhile cigaret taxes yielded $837 | 
llion compared with $902 in 
%43. Cigar revenue climbed from 
“1.6 to $33.5 million. The 13c 
er pack tax on playing cards 
ugiit $200,000 less than the) 
vious year, but liquor taxes | 
vere .» considerably. | 
| 
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ress: Members view the; 
|! of Collier’s to give an! 
nnually to the outstanding 
of each House as a sign | 
ising respect for Congress. 
continues,” members say, | 


| 
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STRATING 


®GE EXPERIENCED STAFF 
MERCIAL ILLUSTRATORS 


INCORPORATED 
» W. Randolph St., Chicago 
A.R. HANSON e¢ RAN. 8808 


“maybe we will soon feel safe in|reveal to government planners. | “Did you recommend that they|tor and _ vice-president, respec- 
hiring the expert assistance our|Candy: Census is expanding the | stop making sliced bread?” a Con- | tively,-of the Simmons-Boardman 
committees need to prepare legis-|sample for its monthly report on|gressman asked. “To the con-| Publishing Corporation, Chicago. 
lation and review the activities of | the confectionery industry. Used | trary,” the FTC man insisted, “we | Mr. Crane's office is in New York. 
the multitude of highly technical|in the monthly bulletin for Con- |strongly opposed it.” “And do 
bureaus.” Jobs: The House has |fectionery and Competitive Choco- |government agencies always re- | 


Ph sn budget” bill similar to the | late Products, the sample is ex-j|spect your recommendations the a ae ee se A ee 
urray Bill in the Senate. In- | pected to cover 90% of the indus- | way War Food did?” queried the | ‘ 
troduced by Wright Patman, it re- | try. | Congressman. IMPSON-REILLY, LTD. 


' Publishers Representatives 


quires the President to estimate Recommendation: An FTC| er ee, 
SINCE ®) 1928 


national income and private em-|spokesman had _ been bragging Simmons Ups Two 

ployment in advance each year.|about the Commission’s saauian | J. S. Crane, vice-president, and | 
The House bill has a special safe- | which led to War Food Adminis-|¢C. J._ Wagemen, in ‘charge of 
guard to protect trade secrets |tration orders curtailing wasteful | American Builder central sales 
which business men might have to| practices in the bakery industry. | district, have been elected direc- 


SAN FRANCISCO LOS ANGELES | 
_ RUSS BLDG. GARFIELD BLDG. | 


Bs 


ON SALE—maybe not tomorrow, but 
~ soon, those new cars that over 3,675,000 
families want to buy—that will represent a market of over 
$3,307,500,000 in the $4,000 income group alone! Yes, automo- 
bile sales are destined to see the biggest boom in history when 
postwar production is resumed. And where will your biggest 
automobile market be? Why, in today’s New South, of course! 
The South that accounted for one-third of the country’s pre- 
war automobile sales and bought over 41 per cent of all the 
new trucks. The South that has 22 of the nation’s 28 metro- 
politan areas that have grown most rapidly and that have the 
best prospects of retaining their wartime growths.' The New 
South that’s grown out of its knee-britches and is making 
man-size strides toward the Nation’s No. 1 industrial position! 


Holland’s 


the Magazine that Has 48% 
MORE Reader Interest!’ 


This New South is Holland’s old stamping grounds. It knows 
€x ae * it like you know the palm of your hand. Every month, for 
ee more than 40 years Holland’s has visited in cities and towns 


The Magazine of the NEW South throughout the 15 Southern states. It knows what the people 
52 VANDERERT AVENUE, NEW YOR 75 BAST WACKER DRIVE, CBCAGO in those towns want and it edits its pages with those wants } 
205 GLOBE DEMOCRAT BUILDING, ST. LOUIS R , : : ’ * Sorell 
West Coast Representotive: SIMPSON-REILLY, LTD., RUSS BUILDING, SAN FRANCISCO in mind-That’s why your advertisement in Holland's receives 
GARFIELD BUILDING, LOS ANGELES : : . - 

~ BAL LAS , 48 per cent more reader interest than it does in leading 

REXSS national magazines. That’s why Holland's net paid volun- 

1Population Shifts and Income Changes, by Philip M. Hauser, Assistant Director, Bureau tary circulation covers the most-able-to-buy families in today Ss 
of Census, U. S$. Department of Commerce. ; 
2In proportion to circulation, according to L. M. Clark Reader Interest Survey. New South! 
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4 |\firm of Smith & Selvage, now|ager of the Blue sales service de- more than 10% of whom are ex. 

J x. Blue Elects Three Selvage & Lee, he was with Batten, | partment. Am. Home Foods servicemen. : 

_ . . Barton, Durstine & Osborn. The new department, under Rob- Newly-elected officers of \mer. 

;*™. ™  Vice-Presidents; Mr. Rynd, formerly treasurer, |ert E. Kintner, now a vice-presi-|Changes Status _ | ican Home Foods, Inc., are “hair 
dent, will be responsible for all man, Alvin G. Brush; pr: j 


Creates New Dept. 


| 

New York, Feb. 20.—C. P. 
Jaeger, Fred Smith, and Charles 
E. Rynd were elected vice-presi- 
dents at a meeting last week of 
Network. Mr. Jaeger, general sales 
manager, has been with the Blue 
since 1942, coming into the com- 
mercial program department and 
later transferring to sales. He was 
formerly vice-president of the 
Transamerican Broadcasting and 
Television Corporation. 

Mr. Smith, director of promo- 
tion, publicity, and advertising, 
was formerly an assistant to the 
Secretary of the Treasury. Before 


forming his own public relations 


fi 'will act as a coordinator of the 


Smith Jaeger Rynd 

intra-departmental operation of 
the network, and will direct the 
sales service, office management, 
recording and purchasing depart- 
ments. He joined NBC in 1935 as 
assistant sales traffic manager, 
came to the Blue on its formation 
in 1942, and was previously man- 
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a hag 


New Orleans Bankers or... 


Yazoo County Farmers 
(with money in the bank)... 


Folks turn first to - 


NEW ORLEANS 


A DEPARTMENT OF LOYOLA UNIVERSITY 


THE GREATEST 


SELLING POWER 


IN THE SOUTH'S GREATEST CITY 


50,000 Watts « Clear Channel « CBS Affiliate | 


news and news features presenta- 
tions on the network and for 
/national and international coverage 
|of news events. G. W. Johnstone 
|will continue as director of news 
|and news features. Mr. Kintner 
will also be in charge of the 
Washington office, which the direc- 
tors this week voted to reorganize 
and expand. 

The publicity department, which 
heretofore reported to Mr. Kintner, 
will report to Mr. Smith. Earl 
Mullin will continue as manager 
of this department. 


Coster Joins ‘Aim’ 


Dodd Coster, recently dis- 
charged from service and formerly 
advertising representative for Chil- 
ton publications, has been ap- 
pointed eastern representative of 
Aim, Chicago. He succeds W. V. 
Hodge, who becomes eastern rep- 
resentative of American Lawn 
Tennis. Both magazines are pub- 
lished by the Jacobs Press, Clin- 
ton: S. C. 


a7 * ’ 

to ‘Operating 

New York, Feb. 20.—American 
Home Foods, Inc., heretofore a 
management unit, has been organ- 
ized as an operating company pro- 
ducing and distributing all food 
sroducts of the parent organiza- 
tion, American Home Products 
Corporation, H. W. Roden, presi- 
dent, told a meeting of the board 
of directors here recently. 

Previously Harold H. Clapp, Inc., 
baby foods; G. Washington Coffee 
Refining Company, soluble coffee; 
and P. Duff & Sons, Inc., baking 
mixes, were autonomous com- 
panies. Now they are divisions of 
American Home Foods, with all 
lines and trade names retained. 


Staff Has Increased 


Personnel of the three divisions 
has expanded since each joined the 
consolidation, Mr. Roden told the 
directors, and now totals 2,500. 
The sales force, now completely 
integrated, numbers 300 men work- 
ing out of 22 district sales offices, 


Mr. Roden; vice-presidents 
Silbersack, E. H. Selby, in 
of sales, R. B. Thomas, pro 
R. A. Reinecke, research, 
Roehl, chain store relation: 
Harman, eastern sales, R. | 
jamin, midwestern sales, ar 
ence Mark; treasurer, H. E. ‘ 
secretary, T. H. Brown J 
sistant treasurer, H. L. Hat: 
sistant secretaries: Dudley Browne 
P. B. Duncan, and P. H. H: 


Fawcett Awards Prize 


Edward C. Wells, chief engi 
neer of Boeing Aircraft, Scattle 
has been selected winner of thd 
1944 Fawcett Aviation Award, 
To Mr. Wells went the Fawcett 
trophy and $1,000. The awar 
is given annually to the “person| 
persons, or organization makin 
the greatest scientific contriby- 
tion to the advancement of avia- 
tion as a public service.” Mr. 
Wells was selected on the basis 
of his work in advancing long 
distance flight. 


Now hang it, Thistlewaite-will 


you remember spot broadcasting? 


—— 
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ex- 
mer- : 
"td . 
a le 


‘argel™ i's fun reading the pronuncia- 
mentos of the Co-op League and 
£ 4. ay h-enemy, the National Tax 
V.R, Equa! ty League, these days. For 
Bi wstance, current co-op publicity 
‘ar-H..vs co-op taxation will be in- 
Nes MF octicated by Rep. Patman’s House 
as- business committee as a re- 
f pressure by the National 
etail Hardware Association. It 

“There is some reason to 
e the hardware dealers may 
umped the gun on the Na- 
Tax Equality League. De- 
all the furor of the NTEL 
pbyists, there is marked belief 
mgress that NTEL does not 
want an open hearing on the sub- 
sect, because once the facts are re- 
vealed and NTEL’s propaganda is 
exposed there is little possibility 
hat NTEL can ‘milk’ its contribu- 
tors any longer.” And you can 
et that NTEL’s answering blast 
vill be every bit as hot. 

Bo * co 


No one has had any success with 
h dehydrated split pea soup, be- 
ause this particular kind of soup 
as seemed difficult to dehydrate 
b uccessfully. But General Mills 
ow thinks it has the problem 
icked, and has started promoting 
uch a soup in’eastern markets. 
* * * 


Huet 


General Foods Corporation re- 
orts that its advertising expendi- 
ures in 1945 “probably will be 
lightly less” than in 1944—when, 
mong other media, it spent about 
3.000,000 in magazines and about 
200,000 in network radio. GF 
s not specific as to its reasons. 
ne factor, however, is the “price 
queeze,” with rising costs ap- 
proaching fixed price ceilings. 
tk of 1k 

F, Jacobson & Sons, New York, 
maker of Jayson shirts, pajamas 
ind sportswear, is said to have 
lispatched telegrams to every one 
pf its dealers urging them to con- 
act their Congressmen and ask 
ieir help in releasing enough ma- 
| erial to start up production of 


Wisi 3 


Wey | 


ien’s pajamas again. 
oe * oe 


Having obtained pledges from 

bas utilities for $1,400,000 a year 
= or three years, for advertising, 
"y Promotion and research—of which 
600,000 annually will be for na- 
— ional advertising—American Gas 
Association is now trying to boost 
he advertising part of the budget 
0 $800,000 by getting gas appli- 
nee and equipment manufacturers 
put up $200,000 annually. 
AGA has been spending $400,000 
ually through McCann-Erick- 
wn (magazines) and Ketchum, 
Il lacLeod & Grove (business pa- 
ers), The fiscal year is being 

Nanged to start next Oct. 1, in- 

tead of July 1. Thus the $600,000 
*)° urrently available for advertising 
§ ‘ill cover 15 months. 

* * * 


The two chief complaints about 
he story on billings of major 
fencies (AA, Jan. 8) have had to 
0with ranking N. W. Ayer & Son 
urd, with $33,000,000, including 
: lge-lgn. and Batten, Barton, Dur- 
oLO Bimune & 


Lo © Osborn sixth, with $30,- 
rH (000. Heads of rival agencies 
ee y that the Ayer estimate was 
ND Benes us,” while executives of 
0° BeeD0 and other agencies say that 
LE 8DO in 1944 was well beyond 


¢ $3 000,000 mark and probably 
“nkec after J. Walter Thompson | 
y and Young & Rubicam. 
ily, the boys at McCann- 


np 
Ieide 
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otGREATERSAVINGS | 


If You Are Planning 

; “INDUSTRIAL 
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, 6 ° OR TITLES... call 


HAR. 3395 
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Erickson say that Harry McCann 
was conservative in permitting an 
estimate of $31,000,000 for this 
agency. 


Heads Tyson Advertising 


S. L. Huffman has been appoint- 
ed director of advertising, public- 
ity and public relations of Tyson 


Bearing Corporation, Massillon, 
O. He was formerly publicity di- 
rector of Timken Roller Bearing 
Company, Canton, O., and adver- 
tising manager of its steel and 
tube division. In recent months 
he has been in agency work. 


Joins Olian Agency 

Lucianne Howell, previously di- 
visional advertising manager of 
Carson Pirie Scott & Co., Chicago, 
has joined the Chicago office of 
Olian Advertising Company as ac- 
count executive and copywriter 
on fashion accounts. 


Nestle’s Nescafe 
Off Market, but 


Drive Continues 


New York, Feb. 21.—Nestle’s 
Milk Products, Inc., all of whose 
Nescafe instant coffee mixture has 
been taken by the armed forces 
since last August, has continued 
right along with national adver- 
tising of Nescafe and this month 
begins a new series of these ads. 

Ads appearing in 12 magazines, 


43 


including Ladies’ Home Journal, 
Life and McCall’s will each fea- 
ture cartoon illustrations of linzgu- 
ists saying “Lost for words,” 
Congresswomen saying “I’m 
speechless,” and the like. Copy em- 
phasizes the roaster-fresh state 
and ease of preparation of Nescafe. 
It explains, also, that the armed 
forces are taking all Nescafe now 
being made but that, “Soon, we 
hope, Nescafe will again be avail- 
able at your grocers.” 


Leon Livingston Advertising 
Agency, San Francisco, handles 
the Nestle’s account. 


Wy am a war mother and if it hadn't been for the war | 


guess I would never have seen San Francisco. | 
lived on a little farm with my two sons. Life there 
was very hard and discouraging. It was all we had 
and it promised no future for the boys, but somehow 


we managed to survive. 


When war came we gave up the farm and came to 
San Francisco to work in a war industry. From the 
very day we arrived, San Francisco lifted our hearts 
and inspired us with faith in our future and San 
Francisco's future. It was friendly—beautiful and 
more interesting than we could have imagined. We 
found so many opportunities for all of us that it 
wasn't long until we had a bank account and were 
buying war bonds regularly. We appreciate now, 
what people mean when they say that San Fran- 
cisco is destined to be the center of the world of 
tomorrow, because it is the golden gateway to the 


great Pacific basin. 


My sons are both in the service now and I am keep- 
ing the home’ fires burning until they come home 
.. . home to San Francisco, for from now on San 


Francisco is our home. 


When the boys were here, we always read The 
Call-Bulletin every evening and now, I'd really feel 
lost without it. The Call-Bulletin, with its accurate, 
up to the minute news and helpful war maps, makes 
me feel closer to my sons as | follow the develop- 
ments of the war. I send them clippings that would 
interest them, and the comics they used to enjoy so 
much, and advertisements of some of the things they 
have always planned to have after the war. The 
Call-Bulletin, San Francisco's friendly newspaper, is 
like an old friend to me. It brings me a great deal 


of comfort every evening while I wait for my sons 


to come home.!/ 


SAN FRANCISCO CALL-BULLETIN e REPRESENTED NATIONALLY BY PAUL BLOCK and ASSOCIATES 
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Air Lines Elect Bell 


J. Raymond Bell, director of ad- 
vertising and public relations for 
Pennsylvania-Central Airlines, 
Washington, has been elected 
chairman of the publicity commit- 
tee of the Air Traffic Conference 
of America. The group is com- 
prised of public information and 
public relations directors of all do- 
mestic and U. S. flag international 
airlines. 


Pencil Points deals 
in FUTURES 
It attracts not only the most 


ARCHITECT subscribers, but 
also more of the 


progressive men than the 
other two magazines 
combined. (Send for 


The Magazine of Progressive Architecture 
330 West 42nd Street, New York 18 


Paper Showdown 
This Week; Cuts 
Are Anticipated 


Washington, Feb. 22. — The 
showdown on second quarter 
paper supplies is scheduled next 


|}meet Feb. 27 to hear 


their future. 


Tuesday through Thursday. 


probably necessitate a 10% cut for | 


in an atmosphere of uncertainty. 


firm the 10% figure, some still | newsprint. 


| The magazine industry advisory|ture and unwarranted” to pre- 
| committee, which had originally 
| been scheduled for Feb. 19, is to 
the news. 
| Commercial printers will meet at 

the same time, and both meetings 

are likely to go over for a second 
‘day. Book and newspaper pub- 
|lishers are meeting Wednesday 
'and Thursday, with newspaper 
| publishers still in the dark about 


Newspapers Confused 


At a meeting a few weeks ago, 
week, with all segments of the|the industry said it felt no sec- 
printing and publishing industries|ond quarter newsprint cuts were 
scheduled to hear reports at a/necessary, since newsprint 
string of industry advisory com-| ports would continue at their ex- 
mittee meetings running from| isting rate, at least until July 1. 
| In announcing this, however, WPB 

Forewarned that a shortage of|inserted its own observation that 
at least 100,000 tons of pulp for | unforeseen circumstances might in- 
second quarter requirements will) terfere with newsprint supplies. 
The Printing and Publishing Di- 
most publishers, the committees| vision was bombarded this week 
nevertheless prepared to assemble | with a fiood of telegrams from com- 
|/mercial printers protesting an al- 
Officials have hesitated to con-|leged plan to deprive them of all 
In a memorandum to 
hoping that a smaller cut will suf- the staff, a ranking official prom- 
fice, while others say that the pulp| ised that WPB would 
shortage may be even worse than every angle of relief,” and he as- 
anticipated. +|sured printers that “it is prema- 


Advertising Age, February 2; 


sume discrimination. 
Plan Ice Cream Containers 


One of the major items threat- 
ening to eat into newsprint sup- 
plies during the second quarter is 
a plan of the Army quartermas- 
ter general to order 400,000,000 
special packages which will be 
used to carry ice cream to front 
line troops. The ice cream will 
be made in the zone of operations, 
but carefully constructed contain- 
ers have been planned for get- 
ting it to the troops. . 

According to the best avail- 
able information, the 100,000 ton 
pulp shortages would be made up 
by applying a 10% cut to all book 
paper users and 25% to other 
types of papers such as wrapping 
papers. No information was 
available to indicate what WPB 
had in mind when it cautioned 
that reductions in newspaper 
quotas may be necessary because 
unforeseen difficulties may inter- 
fere with supplies. 


‘News’ Promotes Steele 
Herbert M. Steele, in the retail 


advertising department of the New 


‘ 


York News since 1938, he 
appointed manager of sal. 
sentations, a department y 
established to produce all 
presentations. He will be 
by Harold Garrett and 
Dakin of the sales promoti 
Mr. Steele was previously 
advertising manager of the 
al advertising departm: 
Scripps-Howard newspap. 
eight years. 


‘Journal’ Adds Three 


Dewitt C. Howell, forme; 
McCall Corporation, New 
and Standish Kennedy Ba 


recently eastern sales repr: 


tive of the Modern Hospita 
joined the New York adv: 
staff of Ladies’ Home J 


John E. Armstrong, formerly 
vision manager of Harold H.C 


Company, Pittsburgh, and 
ly representative for Chai) 
Age, has been named to th: 
al’s Cuicago office. 


WHDH Names Sterling 


Station WHDH, Boston, has ap 


pointed Sterling Advert 


agency, New York, to handle it 


account. 


mdver its 
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How do 


you rate 


LOCAL PROGRAM 


m, 
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A survey of three other 


third rated a close second. 


QUALITY? 


No one attaches that disparaging little phrase, “just 
another sustainer,” to KFI’s Public Service programs. 
And for two very good reasons: Firstly, these features 
are intelligently planned always to reflect the local 
flavor of the community... 
worthy war-effort agencies. Secondly, the quality of 
showmanship and production is of “network calibre.” 


. its institutions...and its 


For instance, KFl’s own Christmas Day programming 
was heard by 61.2% of all radio families in Southern 
California ... an audience that was four times greater 
than the second most popular station. 


And this station’s Los Angeles Philharmonic Young 
Artists’ Competition — the finest locally produced sym- 
phonic program heard in Southern California — built 
an audience of 4.8 in its first six broadcasts. 


KFI evening Public Service 


Programs disclosed that two of the three lead all other 
features on the air in the same time period with the 


So, if you are an analytical time buyer aware of the 
value of a station’s Jocal program power, there’s a 
“warmed up” audience of receptive and responsive 
listeners awaiting you on KFI! 
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50,000 WATTS + CLEAR CHANNEL + 640 KILOCYC 
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EDWARD C. PETRY AND COMPANY, INC., NATIONAL REPRESEN’ rive 
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idviscs Hardware Retailer, 
“now Market, Be Aggressive’ 


“First, know your market and, 
cond. serve it offensively and 
gressively,’ T. J. Newcomo, 
sles manager, Westinghouse Elec- 
*¢ appliance division, Mansfield, 
). told members of the Indiana 
retail Hardware Association at In- 
jignapolis recently. 

He recommended to the dealers, 
hat “regardless of how you get 
, each of you should secure de- 
siled information as it applies to 
our market in terms of what the 
otential is, and then evaluate 
shat part of it you should go after 
»nd how you are going to go after 
+ This should include such data 
; the number of existing wired 
homes and the potential they offer 
r the replacement of old appli- 
nees, Plus new and additional 


nes. 

Declaring that the “long-view” 
etailer will promote a full line, 
fr. Newcomb said such a plan 
establishes, first, ‘‘a more impor- 
tant and a more valuable relation- 
ship between the retailer and the 
supplier,” but more important, the 
relationship is “‘consistent and sus- 
tained.” 
“Whenever possible a variety of 
odels on each product should be 
sonsidered with proper grouping, 
lighting and background. If at 
least one model of each product 
can be hooked up for actual opera- 
tion it will clinch a lot of sales,” 
he said. 

Mr. Newcomb offered a five- 

point program for the dealers to 
follow if they would eliminate the 
handicap of ‘“over-emphasis on 
smart buying,” and concentrate on 
aggressive selling: 
1. Have as few sources of sup- 
ply as possible. “You can’t make 
love to all the girls and expect to 
win the apple of your eye.” 

2. Select product lines with a 
sustained competitive reputation 
over a period of years for quality, 


Zprice and consumer satisfaction. 


“Who knows how many consumers 
purchase a particular brand name 
of refrigerator because they are 
satisfied users of some other appli- 
ances with the same brand name?” 

3. Select a manufacturer with 
a heritage of responsibility and 
financial background that will 
protect you and your customers 
fom having “orphans” on your 
hands. 

4, See that the distributor of 
the products has the same quali- 
fications as the manufacturer, and 
reflects high ethical standards in 
the conduct of his business. 

5. Establish a relationship with 
that distributor of explicit con- 
fidence. 

ak * * 

Plans to provide dealers with 
“complete home laundry” displays 
are under way by Edison General 
Electric Appliance (Hotpoint) 
Company, Fred C. Margolf, man- 
ager, home laundry sales division, 
told regional and district sales 
agers recently. 

Hotpoint will make automatic- 
‘cle washing machines and elec- 
tle clothes dryers, both to be 
as soon as manufacturing 
ts, he said. 
‘spite the fact that women in 
prewar era “wished they didn’t 
to use them,” disliked the 
ing environment ... in a 
mussy corner of the base- 
. carrying clothes up and 
stairs... hanging them... 
‘1 long period of ironing,” he 
d out that even with these 


"Are Preparing for a Peacetime World — 


 LLING NEW HAVEN'S 
WAR WORKERS 


ournal-Courier goes into war plants 
by he thousands daily—each copy read 
by nany, and passed on from shift to 
each copy working 24 hours daily 
'o ring you coverage of today's best- 
Spe sing customers . . . 100,000 readers 


« * THE *« x 
YEW HAVEN, CONN. 


OURNAL-COURIER 


tising Age, February 26, 1945 


obstacles, the economy and health 
value of home washing “were suf- 
ficient to attract more than 65% 
of the wired homes of the nation.” 

The new plans call for five in- 
stead of ten hours to do the fam- 
ily wash, he said. ‘Dealers will 
make greatly increased profits be- 
cause they will sell three or four 
units of equipment to each cus- 
tomer. Sales will be easier to 
make because the women will 
welcome work reducing equip- 
ment.” The equipment, which he 
said dealers will display as “home 
laundry centers” in their stores, 
will include a washing machine, 
dryer, ironer, and a battery of 
wall cabinets for supplies and 
cabinet-bin hampers. The display 
will be designed to suggest sec- 
ondary functions for the laundry 
space—as a playroom or sewing 
room—to remove objections to al- 
lotting space solely for the pur- 
pose of a weekly function. 

Mr. Margolf said that women 


editors have been advocating com- 
bination kitchen-laundries to get 
them “out of the basement,” 
declared that large, old-fashioned 
kitchens are especially well 
adapted to this postwar likeli- 
hood. 


average cost at $1,132. Radios are 
a second choice, and if television 


they will be snapped up. 

In this group, 107 want new | 
homes, at an average price of 
7,326. Some 88 will remodel their | 


45 


the Evening Star, Washington, 
D. C., has joined the creative staff 


and attachments are offered with them, |of Henry J. Kaufman Advertising 


Agency, Washington. Douglas Mc- 
Gann has joined the agency as 
production manager. 


Pointing out the need for plenty | present homes, at an average cost}; Nqmes Franklin Agency 


of hot water in home laundries, 
Mr. Margolf said that demand will 
not stop the sale of automatic 
washers; it will create a market 
for millions of automatic water 
heaters. 
bo a a 

Contrary to popular belief about 
the future of war bonds as sav- 
ings, only 18% of those who re- 
sponded to a survey conducted by 


the Equitable Trust Company, | 


Wilmington, Del., 
deem their bonds. 

From a total of 47,000 question- 
naires sent to New Castle County 
residents bv the trust company, a 
preliminary study of the early re- 
turns disclosed: Of the average 
amount to be spent postwar by 
each individual, $1,436 will be in 
cash, $413 in redeemed bonds and 
$892 in loans from banks or other 
organizations. A total of 279 per- 
sons of the 546 said they will want 
new cars first, estimating their 


expect to re- 


'of $936. 

| Third on the list is washing ma- 
chines, wanted by 181 respondents 
at an average expenditure of $129. 
Next they want furniture, at least 
/160 do, for an average outlay of 
($480. Miscellaneous electric ap- 
/phances are wanted by 156 who 
| will spend about $104 each. Re- 
| frigerators are the choice of 134 
|who want to spend an average of 
$212. A kitchen range is included 
iby 85 willing to pay $142 while 49 
|count a home freezing unit as 
/an essential, at an estimated cost 
|of $322. 

| One woman answering the ques- 
|tionnaire, who signed herself 
simply as “Tired of War,” listed 
|her postwar wants as: “One pound 
‘of butter, 12 pairs of nylons and 
three good girdles.” 


Two Join Kaufman 


| Catherine M. Stivers, formerly 
|with Kal Advertising Agency and 


Air Shields, Inc., Hatboro, Pa., 
manufacturer of aviation spark 
plugs and shielded cables, has ap- 
pointed Franklin Advertising Serv- 
ice, Boston. Industrial publica- 
tions will be used. 


«was A COMPETITO® 


Which One They Read 


Let X stand for the men who put their heads together and decide—the men 
who tell the buyer what to buy. Then, in advertising to manufacturers of 
aircraft, engines and parts, the X-men are the aviation engineers and tech- 
nical men. Ask them which aviation magazine they prefer. 
Or make a test. Give them copies of leading aviation publications, includ- 
ingANDUSTRIAL AVIATION ... request a 1, 2, 3 rating—on the basis of 
l reading interest. You will find, as we have, that answers will over- 
whelmingly favor INDUSTRIAL AVIATION. Why? Simple 
enough... INDUSTRIAL AVIATION is written particularly 
for the leaders in the manufacturing division of the aircraft 
industry—to whom circulation is restricted. 


Low Cosi—No Waste Circulation 


INDUSTRIAL AVIATION is the only aviation publication 
of which circulation is 100% to manufacturers... The cost 
per thousand is less than that of any other magazine you 
might use... Only titled personnel are invited to subscribe 
(presidents, vice-presidents, general managers, sales mana- 
gers, purchasing agents and ranking engineers, etc.) ..- 
INDUSTRIAL AVIATION’S 15,000 readers are those who 
make decisions (now and postwar)... Complete, accurate, 
factual, editorial contents assure full reader appeal. 


Ask a Ziff-Davis representative for full details. 
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The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 50 cents a line, minimum charge $2. Terms 
cash with order. All other classifications (single insertion rates): 
% in., $3.50; 1 to 3 in., $6.50 per inch. 


WORKERS SUBJECT TO PRIORITY REFERRALS 
MUST BE CLEARED BY THE USES OR OTHER 
AUTHORIZED CHANNELS, 


POSITIONS WANTED 
Experienced Copywriter. Employed. 
Desires free lance work. 

Box 7151, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Advertising Sales Promotional. Ex- 
perienced. 46. General knowledge 
office & factory. J. C. Landen, 437 


15th St., SE., Washington, D. C. 
ADVERTISING PRODUCTION 
MAN 


Available soon; 25 
typography, newspaper, creative 
advertising. Production manager, 
buyer printing, engravings, typog- 
raphy, ete. for large Chicago firms; 
some agency work; practical knowl- 
edge letterpress-offset. Now pro- 
duction-operator with large Chicago 
printer; can stay but am permitted 
to seek larger field for my ability. 
Manufacturer, retailer, publisher, or 
agency, needing a capable man can 
secure my _ release. Chicago, or 
smaller midwest city. 

Box 7156, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


years printing, 


POSITION WANTED 
Commercial Motion Picture, Slidefilm 
writer. 8 yrs. experience; 3 yrs. on 
Navy training films. 37. Married. 
Family. Wants position with pro- 
ducer, agency or large industrial 
org. in visual training or film field. 

Box 7157, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II. 


Advertising and Sales Prom. Man 
seeks connection with Mfg. or 
agency Copy, layout and ideas. Ex- 


cellent background and ref. 

Box 7158, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II). 
Young woman—Advertising produc- 
tion, magazine makeup; layout com- 

plete magazine; 12 years. 
Box 7159, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ART DIRECTOR 


Creative layout to finish. Excellent 
knowledge of production. Extensive 
background. Will consider either 


New York or Chicago. 
Box 7148, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


POSITIONS WANTED 


PROVEN EXECUTIVE 
SEEKS CHANGE 
Now employed as top executive in 
company served 19 years. Success- 
ful in selling large unit service to 
key business officials. Ten years 
hiring and training top salesmen in 
my industry. Counselling Personnel 


Creator and writer of sales, service |. 


and training material from shorts to 
full length stories. Thorough knowl- 
edge business motion picture pro- 
duction from script to screen. Can 
create ad agency copy. Can organize, 
absorb new work, and execute post- 
war and long range planning from 
market analysis. Age 45. Now earn- 
ing substantial income. Excellent 
references. Should make good exec- 
utive assistant to president or key 
official. Can change jobs in six 
weeks. 

Box 7150, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
COPY WRIT E R—Two years exp. 
with leading agencies on nat’] ac- 
counts (indus. and consumer gds.) 
Wid War 2 vet. College grad. Pro- 
duces brilliant ideas and sound copy. 
Wants position with consumer agcy. 
which can utilize his creative abili- 

ties to the fullest. 

Box 7155, ADVERTISING AGE 
100 BE. Ohio St., Chicago 11, Ill. 
Advertising and Sales 
Promotion Manager 
Food and Drug. Splendid merchan- 
dising experience. 15 years success- 
ful record. National promotions. All 

media. 36. 
Box 7163, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
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*1943 
Population 


*Retail 
Sales 


% Family 
Coverage 
Tel. & News 


“TOTAL 


Buying Power, 1944 
*Figures in thousands—000 omitted. 


A Greater 


Postwar Market 


Macon’s phenomenal growth is a di- 
rect result of contributions of time 
and money by Macon business men— 
to secure wartime expansions. These 
same leaders have again pooled their 
time and money to assure continued 
postwar growth. A careful survey of 
the Macon territory has been made. 
It supplies information manufacturers 
need—about markets, labor, housing, 
natural resources and power. New in- 
dustries have already made plans to 
settle in Macon. Scores of others are 
interested. Macon’s growth will last 
because Macon people are working to 


make it last. 


MACON 
GEORGIA 


All figures except circulation from Sales Management Survey of 


$90,959 44% 


MARKET 


Markets have changed—and few have 


more than Macon, Georgia. 


Its ntétropolitan’ population is now 
104,800, retail sales $49,012,000. And 
the er area“22 surrounding coun- 


a total population of 370,000, 


retail saleS of, over $90,000,000. 


" . 
' ie ‘ 

market you can’t! overlook— 

of America’s easiest-covered 


markets. The Macon newspapers alone 
reach 44% of the families in the area. 
See the table at the left—for highlights 
on one of America’s great markets. 


THE MACON NEWS 
and 
THE MACON TELEGRAPH 
MACON, GEORGIA 
Represented by The Branham Co. 


| 
| 


| 


| lations 


PUBLISHER OF BUSINESS MAGA- 
zine seeks Chicago connection. Fa- 
miliar with all phases of publishing, 
particularly strong ihn advertising 
and sales promotion. Eighteen years 
magazine and newspaper experience, 
also trade ass’n and business back- 
ground. University graduate. 

Box 7161, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


PRODUCTION MAN 


Thoroughly familiar with art and 
layout, composition and copy, pho- 
tography and camera work, engrav- 
ings paste-ups and bindery, folding 
and die cutting. Presently employed 
producing color printing by letter- 
press and offset. Have excellent con- 
tacts; want position as advertising 
prod. processer. Excellent references. 
Age: twenty-nine, discharged vet. 
World War 2. Draft Status C-1. 


Box 7162, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


HELP WANTED 


Advertising Space Representative. 
Excellent opportunity for “go- 
getter” to work midwest territory 
out of Chicago office. Will represent 
two of the leading publications in 
the engineering and construction 
field, for old established firm, in the 
field for past forty years. Starting 
Salary $5,000 and expenses, plus 
bonus on commission basis, with 
possibilities up to $15,000. Reply 
giving age, education, experience, 
and reference. 

Box 7127, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
ADVERTISING & PUBLISHING 
All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 
FOR ART DEPARTMENT 
Woman or man to paste-up type, 
make color indication overlays. Must 

be neat, accurate, experienced. 

Telephone Wi-2-1816. N. Y. C. 
LAYOUT ARTIST for fast-growing 
Omaha Agency. Key position open 
with real future. Must have real 
creative ability, be able to visualize 
ideas, do some finished art, buy the 
rest and direct production. If inter- 
ested, tell all in first letter including 
agreeable starting salary. Address 
France - Duff Advertising Agency, 
Omaha, Nebraska. 


ADVERTISING MANAGER FOR. 
METAL CONCERN 
AAA Manufacturer of patented 
metals with large national advertis- 


ing program has open position of 
manager. 

Qualifications: Executive ability, 
ability to handle large volume of 
work, technical writing ability, 
knowledge of copy production. Start- 
ing salary: $7,500 per year plus 
bonus. 


If you are ambitious and interested 
in furthering yourself with a grow- 
ing concern with considerable post- 
war possibilities, write stating qual- 
ifications. 

Box 7154, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
Wanted: Man (28-40) to assist ad- 
vertising manager of established 
national publication with more than 
500,000 circulation. Magazine or 
newspaper space selling experience 
essential. Ability to help in prepa- 
ration of sales material, and to 
work with advertising agency in 
formation of promotion, is desirable. 
This job entails considerable travel- 
ing, working with sales representa- 
tives in important territories. Start- 
ing salary about $4,000, depending 
on ability and background. Unusual 
opportunity for a good, permanent 
future. Write fully, giving complete 
details as to age, education and 
business experience. 

Box 7153, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING PUBLISHERS 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS, ADV. EXPERIENCE 


Newspaper Salesman wanted to sell 
markets of from 250,000 to 50,000 
population. Prefer the studious, re- 
search type. Agency training desir- 
able. Bit must be a salesman. Ex- 
cellent*® opportunity in New York 
office of long established, well rated 
Special Representative. Reply by 
letter, giving experience, age, mili- 
tary status and salary expected. 
Box 7152, ADVERTISING AGE 
33@)W. 42nd St., New York 18, N. Y. 


Commercial PHOTO-ILLUSTRATOR 
Gd. tech. Knowlg.—some exp. nec. 
Become immed, top cameraman small 
well known advtsg. photo - studio. 
Var. wk. Loc. studio—model stills. 
Graphic abil. helpful. Exec. Chicago 
loc. oppor. permanent. Doing class. 
essential war wk. Reply fully. 
Box 7160, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, T1l. 
MISCELLANEOUS 

Creative Writing on Fee Basis 
Careful, effective kind of public re- 
and promotional copy that 
zrows out of intelligent research 
and applied experience. Undivided 
attention; rapid production. 25 years 
in Chicago. 

Box 7149, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, I11. 


| Joins Four A’s 


R. T. Harris Advertising Agency, 


| Salt Lake City, has been elected a 
member of the Four A’s. 


Advertising Age, February 2¢ 


“Lu gill your old-fash’ | 


get amazing 


ed ee Se ree 


DEBUT—Newspaper ads like this, sup. 

ported by newscasts over WGN Chi. 

cago, and WTMJ, Milwaukee, are ap- 

pearing in these two test areas fo; 

Manhattan Soap Co.'s new Blu White. 

Duane Jones Co., Mew York, handles 
the account. 


Four Join Biow’s 
San Francisco Office 


Thurston G. McGuffick, for 18 
years with the Pacific Coast offices 
of McCann-Erickson as media di- 
rector, has joined the San Fran- 
cisco office of Biow Company, in 
charge of media.: Lawrence f§. 
Kraft, former copy chief of Erwin, 
Wasey & Co. on the Pacific Coast. 
joins Biow as a copywriter. John 
H. Ruggles, recently released from 
the Royal Air Force, has joined 
the contact and service depart- 
ment, and Robert A. Reiff, for- 
merely with the Army air forces, 
has joined the traffic department. 
the traffic department. 


Hall Service Adds 
Screen, Women’s Groups 


A new monthly service by Lloyd 
H. Hall Company, New York, 
began with the editorial analysis 
of the January issues of women’s 
groups, screen and romance maga- 
zines. The service is a quantita- 
tive analysis of editorial material 
under 13 major classifications. 

Twenty-three magazines are in- 
cluded in the new service, includ- 
ing those comprising the Dell, 
Fawcett, Hillman, Ideal and Mac- 
fadden women’s groups and Movie 
Show, Screenland, Screen Guide, 
Secrets and Silver Screen. 


G-E to Benton & Bowles 


The chemical department of 
General Electric Company, Pitts- 
field, Mass., has transferred its 
advertising account to Benton & 
Bowles, New York. 


ing 
thing pos: 


PETERSBURG 


40% 


407 of this PIE 
is ST. PETERSBUI 


Tampa, and St. Petersburg toge’ °' 
make up one market—and 40° 
this market is St. Petersburg. s 
40% represents the highest per 

ita buying power in Florida. 


Lt 


You cannot cover St. Petersbur: 
using Tampa newspapers. No Te * 
newspaper has as much as 300 « 
age daily circulation here. Get « 
plete coverage. Work both side 
the Bay. Use St. Petersburg © 
papers too, 


ST. PETERSBURG, FLORI 
TIMES (M & S). and. 
INDEPENDENT (E) @ 


Reoresented netionally by 


‘Theis & Simpson Co., 


In Florida by V. J. Obenaur, Jr, Jacks 
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Hearings on Clear 
Channel Stations 
Planned by FCC 


Will Study Whole 
System of Allotting 
Radio Channels 


Washington, Feb. 21.—The FCC 

yoted today to open hearings 
shortly to determine whether or 
not the big 50,000-watt stations 
enjoying clear channel broadcast- 
ing privileges are doing every- 
thing possible to provide the coun- 
try with full coverage of appropri- 
ate radio programs. 

Besieged by broadcasters who 
want to share the clear channel 
luxury, and Congressmen who 
want better broadcast service for 
their constituents, the commission 
scheduled the opening session for 
May 9, with a host of suggestions 
for improving the radio service up 
for discussion. 

The range of proposals rums from 
breaking down existing clear chan- 
nels to setting up new ones, mov- 
ing presently licensed stations, and 
finally to the grant of “super- 
power”’—the right to use 500,000 
watts for broadcast purposes. 


New Treaty Up 


The investigation was touched 
off by the pending expiration of 
The North American Regional 
Broadcasting Agreement, and the 
necessity of providing recommen- 
dations for the State Department 

negotiate a new agreement. 
At the same time, it gives 
the FCC a chance to look into 
the postwar broadcasting picture 
a bit, to consider the role that 
FM and television may play in the 
structure. 

Clear channels stations had been 
set up on the theory that with a 
ninimum of interference and high 
power, they would be able to 
bring radio service to rural areas. 
Actually many Congressmen, led 
by Senator Burton K. Wheeler, 
chairman of the Senate interstate 
commerce committee, contend that 
entirely too many of these sta- 
tions are located in the East, with 
a resulting defect in coverage in 
the West. 

These Congressional spokesmen 
further insist that program con- 
tent of the high-power stations 
is not particularly attractive to the 
rural listener in many cases. Sena- 
tor Wheeler has led a fight to 
break down the clear channels, 
and in the last Congress, he spon- 
sored a bill which would have pro- 
hibited super-power stations. 


Station Billings Shown 


Importance of the hearings from 

the point of view of the industry 
ls emphasized by a report issued 
by the FCC today showing that 
the nation’s 53 50,000-watt sta- 
uons, many of them clear channel 
Outlets, all registered substantial 
Increases in income during 1944 
over a prosperous 1943. The in- 
creases ranged from a minimum of 
$64.00 to a gain of $973,000 for 
one station. 

Net time sales for the 53 sta- 
“ons totaled $58,624,000, an in- 
crease of $9,708,000 or 19.85% 
over 1943. Four of the stations 
reported increases of $500,000 to 
$97°.000; 11 of $200,000 to $500,- 
N00: 22 of $100,000 to $200,000 and 
16 o! $64,000 to $100,000. 

but one, WHN, New York, 
we network affiliates, and 


\\Wleme- 
10 GRANDE VALLEY 


Group in Joxar 
noachos 


TEXAS’ MAJOR MARKET 


at 228,000 population 


QUARTER BILLION 
Year ‘Round Income 
, Harlingen Star - McAllen Monitor 
Brownsville Herald 


WHN has intermittent network 
connections. Of the remainder, 24 
were NBC stations; 20 CBS; six 
Blue and two Mutual. Of the big 
fellows, networks owned and op- 
erated 14—seven by CBS, five by 
NBC and two by Blue. 


Items in Agenda 


Among the things that will be 
considered at the hearing are: 
whether the number of clear chan- 
nels should be increased or de- 
creased; what minimum and maxi- 
mum power should be required 
or authorized; whether and to what 
extent the authorization of power 
for clear channel stations in ex- 
cess of 50,000 watts would un- 
favorably affect the economic 
ability of other stations to oper- 
ate in the public interest; whether 
present geographic distribution of 
clear channel stations and the 
areas they serve represent an op- 
timum distribution of radio serv- 
ice or whether the fair and effici- 
ent and equitable distribution of 
radio service among the several 
states and communities specified in 


the communications act requires 
a geographical redistribution at 
this time; whether it is econom- 
ically feasible to relocate clear 
channel stations; whether and to 
what extent the clear channel sta- 
tions render a program service 
particularly suited to the needs of 
listeners in rural areas; the extent 
to which service areas overlap; 
what recommendations should be 
made to Congress for additional 
legislation on the subject. 

The FCC has in its files nine 
applications to break down clear 
channels and there are 12 others 
that were dismissed without 
prejudice because of the equip- 
ment situation. The commission 
also has 12 applications for super- 
power and six others that have 
been dismissed without prejudice 
because of equipment shortage. 


Scofield Joins WCOP 


Ray D. Scofield, formerly with 
the radio- -recording division of 
NBC, has joined the sales depart- 
ment of WCOP, Boston. 


Mardi Gras Bond 
Drive Spurred 
by Advertisers 


New Orleans, Feb. 20.—Mardi 


Gras was celebrated here last 
Tuesday, but not as usual. For 
the fourth successive year, car- 


nival festivities were dispensed 
with and people remained at their 
jobs. 

The Mardi Gras did not go un- 
noticed, however, because news- 
papers, advertisers and retailers 
cooperated in a one-day war bond 
drive. About 5,000 people at sev- 
eral thousand retail stores took 
part in counter bond sales, which 
approached $2,000,000. 

“Make ‘Fun Day’ Bond Day” 
and similar slogans featured scores 
of advertisements in the New Or- 
leans Item and States, Feb. 12, and 
in The Times-Picayune, Feb. 13. 


Many large and small ads were| § 


devoted solely to promoting the | 
bond drive. 


4/ 
Hall-Vesole Appoints 


Myer Associates, Minneapolis 
agency, has been appointed ad- 
vertising representative of Hall- 
Vesole Company, St. Paul, pro- 
ducer of Luminous Everglow tape, 
safety device for marking dark- 
ened doorways, staircases, etc. 


Heads Coleman Sales 


H. V. Butterfield, consulting en- 
gineer, and formerly general man- 
ager of Leyland Electric Company, 
Dayton, has been appointed gen- 
eral sales manager of Coleman 
Lamp & Stove Company Ltd., To- 
ronto. 


SOLD! SOLID! » SOLD! SOUND! 


Ross SrEvENS 


Special Editions, sections, pages are sold 

solid and soundly on an insured ore 

Free survey at your request! 
PORTSMOUTH, NEW HAMPSHIRE. 


Se a ae 


\ DETROIT 
TIMES 


CHICAGO 


SENTINEL 


LOS ANGELES 


EXAMINER 


“SAN FRANCISCO 


~ EXAMINER 
SEATTLE 


PICTORIAL 
REVIEW 


is distributed 
through 9 great 
| Hearst Sunday 


PITTSBURGH 
)  SUN-TELEGRAPH 


HERALD-AMERICAN 
MILWAUKEE 


POST-INTELLIGENCER 


COLIN ALLEN 


ARTHUR ‘Bugs’ BAER 
HENRY BOLTINOFF 
E. SIMMS CAMPBELL 


Newspapers: GEORGE DIXON 
NEW YORK E. V. DURLING 
| JOURNAL-AMERICAN MILT GROSS 
BALTIMORE 
cena LOUELLA O. PARSONS 
{ 


... To name a few: 


A HUGE PORTION OF | 
THE AMERICAN PUBLIC 


PICTORIAL REVIEW 


provides top reading interest—every week —for its 
audience of more than 5,000,000 families . . . The 
“by-lines” of its outstanding features are names ex- 


ceptionally well-known to America’s reading public 


VIRGIL PARTCH 


BRUCE PATTERSON 
GARRETT PRICE 
GEORGE PRICE 
GARDNER REA 


IRVING ROIR 
DAMON RUNYON 


OTTO SOGLOW 


BARBARA SHERMUND 


These nationally-known writers and artists assure a 
welcome entry for PICTORIAL REVIEW in 
more than 5,000,000 homes. 


Ask the H. 


compl fe infe ? 


New YOrK 
PHILADELPHIA 


1.8 Man (HEARST 


mation 


BALTIMORE 
LARGO (Fta.) 


ADVERTISING SER} 


this GREAT NINI 


ret arding 


Herbert W. Beyea, Manager 


Wy 
BOsTON CHICAGO 
SAN FRANCISCO 


DetTROIT 
Los ANGELES 


PICTORIAL REVIEW 


Represented Nationally by 
HEARST ADVERTISING SERVICE 


PITTSBURGH 
SEATTLE 


Milwaukee Sentinel represented individually by Paul Block & Associates 
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Don’t overlook 
The American Girl... 


she’s tomorrow’s 
American woman! 


ee ee 


“SELLING to women while 
they're young” isn’t just a 
slogan — it’s business insurance. 
Teaching tomorrow's market 
to ask for your product by name 
is what THE AMERICAN GIRL 


does ...through its influence on 


P. O. to Ask for 
"Revised’ Second, 
Third Class Rate 


Washington, Feb. 22.—Post Of- 
fice officials set off a new block- 
buster for the publishing industry 
with a promise to the House ap- 
propriations committee this week 
to submit revised second and third 
class postage rates which would 
put these services on a paying 
basis. 

While action on the second and 
third class rates — always money- 
losers—may be delayed for some 
time, Joseph F. Gartland, chair- 
man of the Post Office operations 
board, said it was the opinion of 
many Post Office people that all 
classes of service should be on a 
self-sustaining basis, and that 
studies of second and third class 
along this line are well advanced. 

Mr. Gartland also told the ap- 
propriations group that a similar 
study of parcel post rates has 
already been completed, and that 
within the next 30 days, complete 
recommendations for new parcel 
post rates will be sent to the 
House post office committee. 

Making good on his promise, the 
Post Office official appeared today 


fourth class, or parcel post. First 
class, which alone showed a profit, 
netted $179,640,000. 

Earlier Post Office witnesses had 
told the committee that the de- 
partment showed a profit of $117,- 
000,000 in 1944 and that it should 
clear $147,000,000 in 1945. Net in- 
come during 1944 was up $146,- 
600,000, an amount equal to the 
total operating revenue in 1904. 
The department’s revenue has 
doubled since 1934, with 50% of 
the gain coming during the past 
two years. 

The Post Office committee is ex- 
pected to welcome recommenda- 
tions from the department in view 
of the strong pressure from postal 
employes for wage increases which 
would eat up the operating sur- 
pluses.. 

Revenue from second class was 
$25,944,879 in 1944. There were 
1,933 applications for second class 
privileges, a decline of 200 from 
the previous year. However, only 
424 discontinued second class mail- 
ing compared with 1,503 in 1943. 


Catalog-Type Ads 
Used by Glasco Products 


Derived from the catalog type 
of advertisement and used be- 
cause of present hardships in cat- 
alog production, Glasco Products 


Advertising Age, Fe bruary 


7 tie 
BBM Measures 
Audiences of 4¢ 
Canada Station ; 


Adve ‘tisin 


Toronto, Feb. 20.—Office s os 
Canada’s Bureau of Bro: decay 
Measurement, at recent me ting; 
here and at Montreal of ney 
men, advertisers and radio |. tion 
managers, have reported coniple. 
tion by BBM of audience © ver. 
ages of 38 Canadian station. ang 
near completion of 11 othe: stg. 
tion studies. 

BBM was set up a year ago by 


the Canadian Association of By yaq_ 
casters (AA, Feb. 21, 1944 It 
is operated cooperatively by 
cies, advertisers and station 

L. E. Phenner of Canadian (el. 
lucotton, president, explained aj 
the meetings that research meth- 
ods used currently by the bureay 
“will be improved as we go along” 
and that all except a few geogra- 


4 


en- 


phically isolated stations will be the re 

subject to standardized § study hope the « 

methods. ‘ a in W 
Adrian Head, J. Walter Thomp- hat a t¢ 

son Company Ltd., vice-president 

of BBM, and Walter Elliott, BBM’s HH other | 

research counsel, explained how Min clas 


the organization has functioned in 


t L , ager of tl 
its first year and how it arrived at 


president, 


at an executive session of the post Company through Root-Manda- its system of using controlled bal- Hiiicing ma 
today’s teen-age leaders. office group to discuss the fourth|bach Advertising Agency, Chica-|!0ting for measuring station cov- Boany, sec 
class mail rate recommendation.” go, is placing double spread cat- | rage. : 
Would Mean Huge Increase alog ads in hospital and surgical}, Se 
; . publications here and in South Observer’ Names Two Morga 
_, Some idea of the effect of a pay-| America. The pages carry out As Co1 
its-own-way policy on second | the catalog idea with a simulated F. Earl Crawford, formerly head vin A 
class mail rates may be derived | plastic binding illustrated at the of local advertising promotion of wae 
from the estimate that the de-| folding line the Observer, Charlotte, N. C., has Heue! yeo 
partment lost $98,984,000 on sec-| Featuring their glass suture jars been appointed sales production wah og 
- ond class during 1944. Since post-| pottles, test glasses and tubes, | M@"@ser. O. A. Robinson, former Hp encen’ - 
‘ Can age collected for the service microscope Mides nossies - and | 20° retail advertising salesman, advertisn 
amounted to $25,877,000, it migh€| feeders, etc.,. the advertisements |@8 been Promoted to retail adver- jp’! ’m 
‘ be assumed that second class rates'| sre pyilt to look exactly like cat- tising manager. erent 
4 would have to be four times the | aiog pages, and contain the same eampqmeseryone omnes 
present charge, if Congress agreed fi f ti Joi Buch 1 City, 
Selling to Women While They're Young to rescind the traditional policy of type of information. ins Duchanan He joine 
Lene Ree Nc Ki don on suentukbwhgnancaseseenncessdeamgbasenae® , | encouraging arts, sciences and the Roland E. Jacobson, formerly Jjeompa 
Paee news 2 : : dissemination of information by a Name Adler Agency account executive with the Mc- 9§193 ar 
800,000* readers say —""Grow along with us!"’.. . $810 per page . . . 225,000 ABC postal subsidy. William Hart Adler, Inc.,, Chica-|Carty Company, Los Angeles promotes 
PUBLISHED BY THE GIRL SCOUTS, 155 E. 44% St, N.Y. 17 « MEMBER OF THE YOUTH GROUP The department said it lost $12,-|go, has been appointed as adver-|agency, has joined the Los An- [present | 
* Based on readership survey tabulated by I.B-M- | 999000 on handling third class | tising ¢ounsel of the Massachusetts | geles office of Buchanan & Co., in Jj" 1941. 
mail and another $12,292,000 for| Mohair Plush Company, Boston. |the same capacity. Ree 
Navy o 
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Distillation Products, Inc. 


755 Ridge Road West, Rochester 13, N. Y. 
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‘T; , . America,” are by such authors as ; 

Oregon Ad Club | Light Names Ad Head; Fawcett to Run Fannie Hurst, Eleanor Roosevelt | JOlNS Arthur Kudner , 
‘Increases Line Rates » and Maurice Maeterlinck and ac-| J. H. Hornell, previously associ- 
ed: Boo t Roy M. Jacobs, formerly national | 600,000 Drive lcording to the agency are con-| ated with Arthur Kudner, Inc., in 
d dvertising manager of the San) umer adverti “ d f la correspondent, free-lance capac 
adv ro s * advertisements use or | a ‘ . - - 
fourist Trade Antonio Reortie eo News, has|_ New York, Feb. 20.— Fawcett | promotion herby oy ‘* at | ity, has joined the agency’s San 

joined the San Antonio Light in| Publications, Inc., New York, this|" Simultaneously, an institutional | Francisco office. 

of portland, Ore., Feb. 20.—Thej|a similar capacity. He succeeds | year will spend almost $600,000 on | campaign will run in 22 business | aan 


Sail Devs oi er Matiinay dvertising. This sum is consid-| ), a facie ie | ee 
cast Fportland Advertising Federation|Ed Murphy, who has been ap- _ ; 4- | papers and newspapers in 13 ma- mmerm 
ngs [js reorganized as the Oregon Ad-| pointed businéss manager of the erably more than was spent in| jor markets. These ads will begin | 2 . an Promoted 

ney MMertisng Club, Arden X. Pang-| Arkansas Gazette and manager of | 1944 and inaugurates a much more | next week with 1,000 and 600-line| E. W. Timmerman, western ad- 


‘ion orn, president, has announced, | Station KLRA, Little Rock. extensive advertising schedule) insertions in newspapers. Maga- | Vertising manager of Good House- 
le- Mijiowing action by the federa-| The Light, in its first rate in- than has ever before been used by | zine advertising begins in March, | keeping, New York, has been ap- 
er- Bion’s board of governors. crease since 1934, has announced | the company. Agency is McCann- | pointed trade relations director for 
and # The expanded organization plans | an increase in national rates of two Erickson, Inc., New York. : ithe magazine. 
‘ta- [MB take an active part in Oregon’s| cents per line, effective June 1. | Highlighting the aes oluscing Agency Names Rushmore 
sostwar problems, especially in ——_————— ‘ ' os , j , ~ 

7 ee # True Confessions, which is cur-| Richard J. Rushmore, member : 
Ba gar Site oeavilles” = Adds Export Department | ventiy appearing in 21 trade pub-|of the advertising department of SIGNS OF LONG LIFE 

It M.ablishment of community com- United States Plywood Corpo-|lications. Another facet of this | Sheldon, Morse, Hutchins & Easton, FOR QUANTITY BUYERS 


€n- Mees in at least 15 cities. ration, New York, has organized | campaign is the series of 13 ads New York, industrial agency, has * 
Petrenall Sion” tek Sedtalt out-| an export department to be man- which will appear in the New| been placed in charge of advertis- THE ARTKRAFT SIGN CO. 
‘el. B, playground in the world.*|aged by John Frank, former gen-| York World-Telegram, consisting | Ing production. He was previ- # Lima, Ohio, U.S. A. 


oa i ager i i i articles ssis dvertising man- The World's Lorgest Menufacturers of 
at Hwid Mr. Pangborn, who is manag- eral manager of Omni Products of a series of reprints of articles ously assistant advertising © World's Lorges Y 
th. De directer = Station KGW “ore Corporation, New York exporters’ | from True Confessions. The arti-|ager of the Permutit Company, eS 


and manufacturers’ representative.'cles reproduced, entitled ‘“My|New York. 


eau [California and Washington have 
ng hitherto done a more efficient job 


Ta- BBinan we have in selling attractions 
be HB, the rest of the country. We 
idy HB hope the club can be of real assist- 
ance in Working out plans to show 
ae what a tourists’ paradise Oregon | 
nt BB” 
M’s HM Other officers are James Brat- A D R D i; 
‘OW Mitain, classified advertising man- MR. APPLIANCE N A 10 4 


Lin BBacer of the Oregon Journal, vice- 
lat president, and Hal Johnson, adver- 
al- Bitising manager of J. K. Gill Com- 
OV- Hipany, secretary-treasurer. 


RETAILER..,.WHAT TRADE - 
PUBLICATION DO YOU READ AND : 
FIND MOST USEFUL IN 
YOUR BUSINESS ? 


Morgan Resumes Post 
As Coneco Ad Chief 


of Will A. Morgan, for two years 
has [chief yeoman with the U. S. Navy, 


ion Mas resumed his post as superin- 
ner tendent of the 
an, @@advertising de- 


er- Papartment of 
Continental Oil 
Company, Pon- 
a City, Okla. 
He joined the 


rly company in 

fc. 1933 and was 

les promoted to his 

\n- present position 

in Min 1941. In 1942 
he entered the 

7 Navy onaleave' will A. Morgan 
f absence. 


Fred L. Hanks, former assistant 
general sales manager, has been 
appointed superintendent of mar- 
keting analysis. Mr. Hanks re- 
placed Mr. Morgan during the lat- 


i en 4 Manufacturers asked the question 
eat Menges Devers above and here are the ANSWERS: 


nas studied effective sales manuals 
with emphasis on building a man- — 


ual for postwar use, in its report 4 * 7 
No. 520, “An Analysis of Effective a 1. A large manufacturer of appliances and radio sets got ; 
Sales Manuals.” The report is this answer from his dealers and prospects: - 


available at $5 from Dartnell at 
4660 Ravenswood Ave., Chi- 


Electrical Merchandising—more than 3 to 1 preference over the = 
cago 40. = 


second publication mentioned. 


Expand Vermouth Series 


_ Gambarelli & Davitto, New 
fork, is expanding its G&D ver- 
mouth campaign, currently run- 
ting in magazines on the theme 
“Who said Imported? This is 


2. A large manufacturer of washers and ironers got this 


answer from his dealers and prospects: : 
Electrical Merchandising—more than 4 to 1 preference over the aie 
second publication mentioned. ; 


American,” i spe si st- i 
em markets plus pages and half- Hy 3. Alarge manufacturer of vacuum cleaners got this answer 
pages in Life, | > from his dealers and prospects: 


Electrical Merchandising—more than 2.3 to 1 preference over the 
second publication mentioned. 


Raytheon-Belmont Merge > 
Negotiations have been com- | 
blete’ for merger of properties 
and facilities of Raytheon Mfg. | 


> 


An exclusive manufacturer of electric ironers got this 


Company and Belmont Radio Cor- | : 
hocalica Maine at teiename Seo | answer from his dealers and prospects: 
luces private brand radio receivers Electrical Merchandising—more than 7 to 1 preference over the 


“ld through mail order, chain | 
‘ores and other retail outlets. | 
‘aytheon, manufacturer of elec- | 


second publication mentioned. 


oe ne ioe Sores, cemsenet | The above evidence was gathered during the last 7 months. 
Mas Pre Foes | It nails down the fact that ELECTRICAL MERCHANDISING is 
— by far the preferred trade publication reaching dealers of 


electrical appliances and radio sets. 


That’s why ELECTRICAL MERCHANDISING delivers plenty of 
extra advertising effectiveness. 


There’s only one 
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Animal Serum 
Makers Win in 
Anti-Trust Case 


Chicago, Feb. 20. — Fourteen 
companies manufacturing animal 
serum were acquitted by a federal 
court jury here Friday of charges, 
brought by the anti-trust division 
of the Department of Justice, 
alleging combination in restraint 
of trade as a result, largely, of 
their group advertising (AA, Feb. 
12). 


Justice attorneys and their wit- 
nesses sought to show that Fort 
Dodge Serum Company and 13 
other companies which sell ser- 
ums only to veterinarians had 
conspired against other serum 
makers by claiming in various ads 
that animal serums should only 
be used by veterinarians. The 
ads, run in various farm publica- 
tions, were sponsored by the de- 
fendants’ American Association of 
Serum Producers. 

The plaintiff contended that the 
serums may be safely used by 
farmers and live stock breeders, 
who buy from serum companies 


outside the association. 

The defendants took the position 
at the trial that in some cases 
serums are difficult to use, and 
that in any case veterinarians are 
better able to innoculate animals 
than are farmers. 


Shapiro Promoted 

Joe Shapiro, for the past five 
years district sales manager of 
Universal Match Corporation in 
southern New England, has been 
promoted to manager of sales per- 
sonnel at Universal’s home office 
in St. Louis. 


Kesting Named Editor 


Ted Kesting, previously an as- 
sociate editor of Country Gentle- 
man and a feature writer for The 
Saturday Evening Post, has been 
appointed editor of Sports Afield, 
Minneapolis. 


Budd Appoints Cole 


Charles J. Cole, previously with 
various newspaper representatives, 
has joined The John Budd Com- 
pany, newspaper representative, 
as sales manager in the New York 
office. 


Southern Pacific 
Urges Industry 
to Move West 


San Francisco, Feb. 21.—South- 
ern Pacific Company’s efforts to 
secure new industries for the ter- 
ritory it serves have been set forth 
by W. W. Hale, vice-president, 
system freight traffic, in a two- 
color broadside message “to our 
friends and neighbors.” 

The railroad, he points out, is 
now continuing an extensive adver- 
tising campaign in national mag- 
azines and eastern newspapers, ad- 
dressed to executives of eastern in- 
dustrial companies. 

In addition, he says, the com- 
pany has mailed to numerous east- 
ern business men copies of its new 
four-page color brochure, ‘“‘West- 
ward the Course of Empire,” con- 
taining facts about resources of 
the eight western states served by 
the Southern Pacific and calling 
attention to vast undeveloped mar- 
kets in the Pacific area “served by 
Gulf and West Coast ports.” 

The present newspaper cam- 
paign will include four-column, 


.. and then came 


THE BEAUTY ART 


From Cleopatra’s day to the Gay Nineties, 
few but ladies of wealth and leisure could 
cultivate the beauty arts. But then, with 
the 20th Century, came the great emanci- 
Everywhere, drugstore shelves 

loomed with new, exciting beauty pro- 
ducts priced for the average woman. And 
Advertising heralded the new day of beauty 
. . . championed the right of every girl to 


tion! 


look her attractive best. 


Today, in Canada, beauty product adver- 
tisers invest more in The Star Weekly than 
in any other two national publications 


In 750,000 homes, 977, of women read The Star 
Weekly Roto Section. . . 
Magazine Sections . . . 6 


homes. 


EXECS' CONFAB— George S. Jones 
r., Servel, Inc., president of the Na- 
tional Federation of Sales Executives, 
left, and L. B. O'Laughlin, Toledo, vice- 
president of the national group, confer 
with Edward C. Zabors, E. H. Schaefer 
Co., new president of the Sales Man- 


agers Association of Milwaukee. 


Advertising Age, February 2 
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combined. And there’s a good reason why. 
No other Canadian publication comes 
anywhere near matching the Star 
Weekly’s feminine appeal and feminine 
audience. Week in an 
Weekly is read by the women in 750,000 


week out, The Star 


You can profit by this tip from beauty 
product leaders. 


Consider this fact:— 


alone, The Star Weekly gives over 50% 


coverage 


over 90°7, read the two big 
2°; read the weekly Novel. 


of Canada’s 
Urban Centres . . . 38% of ALL the 
families from coast to coast. 


English-speaking 


te STAR 


WEEKLY 


PUBLISHED AT 80 KING STREEE, west, 


TORONTO, CANADA 


U.S. REPRESENTATIVES: WARD-GRIFFITH COMPANY INCORPORATED ‘ 


NEW YORK ° CHICAGO ° 


DETROIT . 


BOSTON ° 


ATLANTA ° 


SAN FRANCISCO ° SALT LAKE CITY 


| 


10-inch insertions in metropolitan 
papers in 19 large northern and 
eastern cities. 

Foote, Cone & Belding handles 
the account. 


‘McCall's’ Promotes 


George W. Williams Jr., 
the advertising sales staff of Mc- 
Call’s for the past eight years, has 
been made sales promotion direc- 


with 
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‘Modern Industry’ 
Readers Favor 


Tax on Co-ops 


New York, Feb. 21.—Mo: than this 
four out of five readers (5|.)%,) Mpts | 


Adv: rti 


polled by Modern Industr), for , t 
recent “debate in print” an-wereg | 
“yes” to the question, “Shou aa 
the ‘earnings’ or ‘savings’ of ¢. tut 
operatives be taxed?” The :esults | 
which are not claimed to be ,; ae 
true cross section of nationa! pyp. Ns 
lic opinion, are published as rep. 0 
resentative of the magazine, ’ 
readership views. en 
Among majority voters the rea. wI 
son most often given is thajggmon' ily 
co-ops are only a “disguise” ,jggmseruo! 
avoid sharing taxes, and that theregmmeWSP4! 
is no difference between this anqiour-cO! 
any other form of business. yj? ™°" 
nority voters, however, point tome’? Co" 
cooporatives as non-profit organ. Philadel 
izations, and say taxation would and Cle 
only be a “penalty for good map- 
agement practice.” CARL 
A report on the voting has beenfi New 
sent to Congressmen and _ keyggWerner, 
Washington officials. “BBLeaf fo 
a in St. C 
Atlas Appointed gta 
Cal Concentrate Company andfDaily T 
Cal-Cola Company have appointedi1898 he 
Atlas Advertising Agency, Chi-Mentered 


cago, to handle their accounts. ThefMHe bec 


Remember, you can sell to over 
half a million people in San 
Diego’s compact, isolated area. 
Most of your business is concen- 
trated here within 15 miles of 
downtown. 


Ask about our tailor-made 
copy testing plan. 


REPRESENTED NATIONALLY 
BY WEST-HOLLIDAY CO., Inc. 


New York e Chicago « Denver e Seattle 
Portiand e San Francisco « Los Angeles 


tor at New York. He was formerly companies’ 1945 campaign includesM™New Y« 
associated with The American| Use of newspapers, business pa-Mial org 
Weekly, Time and Macfadden| Pe": outdoor and transit ads, andffand wa 
Publications spots. on toba 
.— areearen metas A no\ 
. Heads Faraday Division J". 
Wunderlich Promoted Paul G. Taylor, recently dis- ‘pelts 
Milton S. Wunderlich, general| charged from the Navy, has joined tect. 
sales manager of the Insulite di-|Faraday Electrie-Corporation ; eee 
vision of Minnesota & Ontario] head of the appliance merchandise * ad 
|Paper Company, Minneapolis, has | division. He was previously sales aw i 
| been appointed director of re-|manager of the Penn Electrica ‘Brin she 
search of the parent company and|Engineering Company, Scranton, ,; Let's 
|its affiliates. He is succeeded by}Pa. Faraday is moving its officesf oo 
M. C. Fairfield, merchandising|from Adrian, Mich., to Chicag inal tol 
2 | manager of the Insulite division. !about March 1. oa 
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Wartime activity and wartime payrolls are continuing in Sao _Raym 
Diego because this is a vital production and supply point for the y fns-N 

: ome rk, s 
waging of the Pacific War. ce-| be 
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A comparison of milline rates will quickly convince sales manages § wed al 
and advertising executives that “one buy covers” when it comes FRPartmon 

to the big, busy San Diego market. 130,000 daily and 97,000 

Sunday “ain't hay” either! Auto -] 
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Wildroot Starts 
$1,500,000 Drive 


Buffalo, Feb. 22. — Wildroot 
company will spend $1,500,000 
‘his year in a record campaign for 
+; hair preparations, the com- 
told the drug trade this 
Emphasis will be placed on 
jyoot Cream-Oil Formula, first 
introduced two years ago. 

“The campaign, through Batten, 


parton, Durstine & Osborn, Buf- 
falo, will include 600 broadcasts a 
week over 153 stations — news, 
sorts, music, barn dance and 


entator programs; black- 
and- white and two-color ads 
monthly in 46 magazines; regular 
nsertions in 64 large city Sunday 
newspapers and one-third page, 
four- color ads in comic sections of 
99 metropolitan newspapers, and 
car cards in New York, Chicago, 
Philadelphia, Detroit, Los Angeles 
and Cleveland. 


CARL A. WERNER 
New York, Feb. 19—Carl Avery 
Werner, 72, ‘editor of the Tobacco | 
Leaf for 46 years, died yesterday, 
in St. Catherine’s Hospital, Broox- 
lyn, after a long illness. He start- 
ed his career as a reporter for the 
Daily Times, Watertown, N. Y. In 
1898 he came to New York. an‘ | 
entered the business paper field. 
He became the founder of the 
New York Tobacco Table, a so- 
cial organization in the industry, 
and was considered an authority | 
on tobacco matters. 
A novelist, poet and short story | 
writer, his “Thrill of a Lifetime” 
von first prize in 1916, in the 
American Magazine short story 
contest. His novel “A Man May 
Dream,” published in 1940, close- | 
ly parallels his biography. Other | 
books include “The Law of Life,” | 
‘Bringing Up the Boy,” “The Land | 
f Let’s Pretend,” a volume of | 
erse, and “Tobaccoland,” a tech- | 
ical book on the tobacco indus- | 
try. } 
Mr. Werner served as lieutenant 
in World War I, and was a mem- 
er of several military and patri- | 
tic organizations. | 


HENRY F. CHILDRESS | 
Cincinnati, Feb. 21.—Henry F. | 
‘hildress, 66, sales promotion | 
nanager of the Chatfield Paper 
‘orporation, died today of a heart 
attack en route from his home to | 
his office. 


i. L. MOORMAN 


Cincinnati, Feb. 20.—Alphonse | 
' Moorman, 55, secretary of the | 
incinnati Electrotype Company, | 
lied here Feb. 18 while driving | 
s automobile to his home. 


). H. ZERBEY 
Pottsville, Pa., Feb. 20.—Col. | 
oseph H, Zerbey Jr., 57, | 
lent of the J. H. Zerbey Newspa- 
pers, Ine., and publisher of the 
ttsvile Evening Republican, 
‘led here Feb. 17 of a heart attack. | 


0 Johns-Manville 


_ Raymond P. Townsend, with | 
ohns-Manville Corporation, New 
York, since 1925, has been named 
ce-president of the Johns-Man- 
ville Sales Corporation and sales 
' ng ‘Yr of the transportation de-| 
Partment. 


Auto-Lite Names Flood 
Thomas W. Flood, manager of 


pg 


ginal equipment sales of Elec- | 
ito-Lite Company, Toledo, 


a been elected a vice-president. 
| continue 


in his present 


Lennen & Mitchell 
Names Four V.P.s 


Catherine V. Parker, who has 
been with Lennen & Mitchell, Inc., 
New York, for 
17 years, head- 
ing the agency’s 
media depart- 
ment, has been 
elected a vice- 
president. 

At the same 
time, three 
other execu- 
tives were 
elected vice- 
presidents.They 
includ«: Mich- 
ael J. Madar, in 
charge of production; Hans Sauer, 
executive art director, and Jac- 
ques Zuccaire, head of cosmetic 
advertising. 


Catherine V. Parker 


N. Y. City Expects 


37% Job Increase 


New York, Feb. 21.—New York 
City’s industries, which generally 
have been less affected by the war 
boom than those of other major 
centers, expect 37% more employ- 
ment after the war than in the 
prewar period, Consolidated Edi- 
son Company of New York has 
found in a survey, the findings in 
which have been released through 
the Commerce and Industry Asso- 
ciation of New York. 

The 13,630 concerns covered in- 
dicated that they will be able to 
provide 125,651 additional jobs. A 
total of 12,017 were in business 
before the war and employed 342,- 
572. Their present job total is 
| 349,472, and they estimate that 
| they will employ 421,914 after the 


war. 


after the war. 


the number of male employes 33% 
higher than prewar. 


50,000 Watt KFI 


Curbs Comments 


Los Angeles, Feb. 21. — KFI, 
50,000-watt affiliate of National 
Broadcasting Company, will dis- 
continue commentators who ex- 
press personal opinions and inter- 
oretations effective March 1, when 
the station will inaugurate a new 
policy in the broadcasting of spon- 
sored news provrams. 

Spot news will be supplemented 


The 1,613 other companies, | by programs featuring analysis of 
which started in business during|the news. 
the war, now employ 34,990 work- news analysts must be employes 
ers and expect to employ 46,279 | of KFI. 


The number of female employes | ably will not be affected by this 
is expected to be 42% higher and | policy. 


51 


All newscasters and 


NBC network programs presum- 


A 
The 


. 


Fant Mision aol = =| 
AUTOMOTIVE SERVICE INDUSTRY 


is entering the most prosperous period 
in its histo Cover this market 
thoroughly w Aatomotive Digest. 


VOLUME COVERAGE* 
7” x 10” PAGE SIZE 
LOWEST COST 


Write for Market Study 
*75,000 


AUTOMOTIVE DIGEST 


Cincinnati 10, Ohio 


a 


IST ARMY OPENS DRIVE AT TOP OF 


[ [asx] The New York Times. 


3D GAINS BEYOND BASTOGNE, 7TH FORCED BACK; 
_U. 8. FLIERS BOMB LUZON, FORMOSA AND JAPAN 


ror 


Bere 


BELGIAN BULGE: 


PEPE RB BHT € Me RE Si RE ELBE 


...Of THE TIMES 


a continuing series of observations from N y 
the office of the Business Managereee Oo. 


aay Sota eres | 


New York is humming. Retailers are reporting the greatest year they've ever had. 
There is virtually no unemployment here, and, without benefit of a single, dominating 
: heavy war industry, employment has been found for some quarter-million new 
; workers since Pearl Harbor. The tremendous problems of reconversion and re-employ- 
: ment that will plague scores of lesser markets will, to a great extent, pass New York by. 


In the November 19 issue of The New York Times Maga- 
zine, Associated American Artists ran a two-column adver- 
tisement on their Gelatone reproductions, a $12.50 item. 
“Long life’ of the Magazine is shown by the increase in 
inquiries from 716 the first week to 1,095 five weeks later. 


Never before has news been so important to so many. And never has The New York 
Times complete news reporting rendered a greater service to readers. In 1944, The 
4 Times published 9,705 columns (2,911,363 lines) more news than any other news- 
paper. Discounting comics and fiction stories in other newspapers, which are counted 
as news, the margin increases to some 12,233 columns or 3,660,150 lines. Because ot 
newsprint limitations, millions of lines of advertising had to be omitted to attain 
this unequalled news coverage. 


Although 2,916,396 lines less space was available to advertisers in 1944 than in 


1943, there is a dramatic story in the increase of number of advertisements. While 
display advertising was decreased 996,587 lines, actually 2,379 more advertise- 
ments were published. Classified dropped 1,919,809 lines, but gained 256,904 
individual advertisements! 


our buyers all have the same cry: 'Give us ery p 


"This is one time we can't keep still," writes Mr. 


B. Scheer of Weber & Heilbroner. 


"Last Sunday's 


advertisements produced the greatest flood of mail 


orders we've had in many years. 


The response on our 


sleep suit at $5.35 and slippers at $3.50 was bigger 
than anything we ever expected. This goes to prove 
that, when it comes to getting results, The Times 
leads all other papers by an amazing margin. No wonder 


The New York Times' 


aper, so long as itis 


. . . 
4 { 
. and Representative John E. Sheridan, D., Pa., aiter a re AK ddr, 
cent inspection trip of American battlefields in Europe, said, (ef { whe 
“The only American newspaper I saw while we were gone Mt lf si 


was a copy of The New York Times on General Eisenhower's 


desk. 
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The New York Times 


“ALL THE NEWS THAT'S FIT TO PRINT” 
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Great Emphasis 
to Be Given New 
Harvester Symbol 


(Continued from Page 1) 
given prominence in direct mail 


catalogs and folders, in all pack- | 


aging uses, in branch display 
rooms, on factory and sales build- 
ings and on road signs. It will 
be available also to the company’s 
8,000 to 10,000 dealers and is ex- 
pected to serve as “a symbol of 


teamwork between the company | 


organization and the dealers and 
their customers.” Harvester em- 
ployes are being apprised of the 
move through jumbo displays and 


bulletin board notices of the 
symbol. 

For the time being, at least, the 
company reports, the old IHC 


trademark will be continued as a 
cast or die-stamped mark on Har- 
vester parts and for other reg- 
istered trademark requirements. 
There will be no attempt at pres- 
ent to prepare new patterns or 
dies, which would call for con- 
siderable expense in the manu- 


facturing processes at Harvester 
plants. The new IH mark will, 
however, be incorporated in trans- 
fers applied to new machines as 
required in application for regis- 
| try of a new design. 


Heath Appointed NBC 


Information Director 

| Horton H. Heath, assistant to 
|the vice-president and _ general 
manager of National Broadcasting 
Company, for the past year, has 
been appointed director of infor- 
|mation. He succeeds Albert E. 
Dale, resigned. 

Mr. Heath was formerly with 
the Radio Corporation of Amer- 
ica. He joined RCA in 1936, as 
assistant manager of the depart- 
iment of information, becoming 


| manager in 1939 and later director 


lof advertising and publicity. 


Copeland Promoted 
Stanley Copeland, eastern ad- 
| vertising manager, of The Instruc- 


Manpower Ruling 
Misses Magazines, 
Hits Printers 


(Continued from Page 1) 


lication of technical and scientific 
books and journals.” 


Few Expect Orders 


Simmons-Boardman, Ziff-Davis, 
Time, Inc., and many others here 
have not been ordered to comply 
| with the directive, and their of- 
|ficials say they do not expect to 
|receive such orders. A few pub- 
|lishers have reportedly received 
|/such notices, but these companies’ 
| officials believe the orders were 
|} sent to them by mistake and that 
|they will not be required to re- 


|tor, has been promoted to assistant duce their staffs. 


|to the president of F. A. Owen 
|Publishing Company, 
N. Y.. which publishes The In- 
structor, 
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Meet WHB’s John Wahlstedt — 


“The Cook Tenor”...and our Program Director 


Do not mistake this stern-visaged 
ent for a Federal Judge or a mem- 
Ger of the U. S. Senate. He's 237 
ounds of Swedish tenor who has 
een a fixture at WHB since 1932. 
He began, and continues, as “The 
Cook Tenor”, and in more than a 
decade has appeared on some 6080 
half-hour programs sponsored by 
the Cook Paint & Varnish Company. 
In 1942, when Dick Smith became 
WHB’s War Program Manager for 
the duration, John took over Dick’s 
former duties as Program Director. 
As background, he has a Bache- 
lor’s degree in engineering from the 
University of Kansas; a Master's de- 
gree in education; and fifteen years’ 
teaching experience. He left his po- 
sition as Vice-Principal of Kansas 
City’s East High School to devote 
his full time to WHB. He’sa Shriner; 
a Jester; ‘the worst golfer inthe state” 
(his claim);and he loves to hunt and 
fish, and fish and hunt. 


to sing daily on WHB for Cook’s.. 
but he’s proud to sing in WHB’s 
praise as the result of a Kansas City 
radio- station program - survey just 
completed by the Merchants’ Associ- 
ation. Tabulated, here are the facts: 


RETAIL RADIO SURVEY 
Kansas City Merchants Association 
Tabulating 600 replies to 4775 question- 
naires sent by the Association to 
home-makers in this area. 
Question: ‘Which radio station in Kan- 
sas City do you most prefer for Shopping 


Programs?’ 

Answers: WHB 364 votes__----- 60% 
Station B 8&7 votes___-.-- 14% 
Station C 47 votes____--- 078% 
Station D 17 votes_...--- 028 % 
Station E56 votes__. .0U8 % 


Question: “‘Do you listen regularly to 
any of the Shopping Programs which 
are now on the air?”’ 

Answers: Of the 600 replies, the follow- 


ing mentions were made: 
WHB—"Mary Jane on Petticoat Lane” 
228 mentions 38 7 


174 mentions 2 


WHB— ‘Sandra Lea” The Plaza Shopper 
Ge 

oo . © 

Downtown Store Program 
oF 


Station B 


Meanwhile, he not only continues le an 
For WHB Availabilities, ‘Phone DON DAVIS 

at any of these “SPOT SALES” offices: 

KANSAS CITY .... . Scarritt Building ..... HArrison 1161 
NEW YORK CITY . . . 400 Madison Avenue . . . Eldorado 5-5040 
CHICAGO ..... 360 North Michigan ...... FRAnklin 8520 
HOLLYWOOD . . Hollywood Blvd. at Cosmo . . HOllywood 8318 
SAN FRANCISCO ..... 5 Third Street ..... EXbrook 3558 


KEY STATION for 


Kansas City * 
Missouri 


Wichita 
Kansas 


the KANSAS STATE NETWORK 
* Salina + Great Bend + Emporia 
Kansas Kansas Kansas 


Dansville, 


| The order hits the major print- 

| ing houses at a time when they 

| normally require fewer employes 

| following peak production reached 
| in printing catalogs for Sears, Roe- 

*buck & Co., Montgomery Ward & 
|Co., and other mail order houses. 
|The larger printers -share this 
| work. 

Officials of these companies point 
|}out, however, that it will work 
| hardships on their houses and their 
| customers later in the year when 
the slack season ends. In the past 
|vear they have had to employ 
|large numbers of men overtime 
|and, even so, have had to turn 
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down contracts partly because of 
shortages of manpower. Further 
reductions in their printing un- 
doubtedly will result from the new 
staff reductions, they say. 


12 Printers Exempted 


WMC conferred with officers of 
these houses and the Graphic Arts 
Association last week and refused 


to exempt any except 12 small 
| firms from the order. WMC also 
|met with printers’ union officials, 
| with the result that the unions no 
|longer are considered “referral 
agencies” by WMC or U. S. Em- 
| ployment Service. The USES and 
not the unions will hereafter have 
jurisdiction to refer men and wom- 
en for work in printing, engraving 
and similar shops. 

Spokesmen for the: WMC mean- 
while report that there has been 
whole-hearted compliance with the 
order generally. Not until De- 
partment of Labor investigators 
check up around the city begin- 
ning next week will WMC know 
whether or not the directive has 
been complied with by various 
companies, they say. More per- 
sons have been seeking war jobs 
at USES offices here in the past 
two weeks than had been ex- 
pected, it is said. 


Grant S. A. Appointed 


Cuba Industrial Y Commercial, 
S. A., manufacturer of “La Es- 
trella” confectionery, has appoint- 
ed Grant Advertising, S. A., to 
direct its account in Havana. The 
agency has also been named to 
handle radio spot advertising for 
Norte, in that city. 


I POSITIVLY 


~ No KIDDIN |: MR 


1t Gouldat ve Gellar cox More! 
See cen & 


CONTRAST —This_ Hartford Electric 
Light Co. newspaper ad, which ap. 
peared locally, compares Americans’ 
cigaret money with the cost of elec. 
tricity used in homes, and follows up 
with a "plenty, at low cost" report. 
Baker, Cameron, Soby & Penfield pre. 
pared the copy. 


WAAT Boosts Personnel 
Victor A. Bennett and A. B. 
Schillin, formerly commercial 
managers of WAAT, Newark, have 
been promoted to vice-presidents 
in charge of national sales and lo- 
cal sales, respectively. Roland 
Trenchard has been named pub- 
lic relations director of the station, 
with Lynne Burdge as assistant. 


\ 


annual hay crop... and 


colossal consumer—for years. 


Maybe American business should take new 
| stock of the farmer, and take another square 
| look at his most trusted magazine, Country 


Gentleman. 


| 

| Many are the reasons, you'll find, 

| preference for Country Gentleman. 
| articles bought at highest rates, and worth it 


to the farmer... 


in the field! 


No other magazine gives such service to farm- 
ing America—and farmers know it. 
perhaps as a result—no other magazine is so 
effective in winning farmers’ confidence in the 


things America sells. 


AKES a lot of people to pitch America’s | 
milk our cows, ! 
shuck our corn, ride our herds, tend our vine- 
yards. ... Agriculture engages more people 
than our ten next largest industries combined. 


Biggest . . . most variegated . . . topping all 
others in dollar income . . . farming and the 
farmer are a giant market for any manufac- 
turer. And behind today’s farmer is a pent-up 
need for goods so great he'll be America’s most 


fiction by top authors, written 
solely for farm families...Country Gentleman's 
own pioneering in crops, livestock, insecticides, 
fertilizers ... meticulously checked and double- 
checked farm information . . . significant farm 
news and developments scouted 
preted for farmers by a staff of 600 authorities 


What business can ignore the farmer’s strength? 
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Bio Enameledware 
Promotion fo Run 
Despite Shortages 


Continued from Page 1) 

pushed the enameledware 
promotion plans completely out of 
kilter. Steel, which had been get- 
ting less and less scarce for a 
ie of years, suddenly went 


cult; 


cou} 
pack on the critical list, and the 
food of porcelain-on-steel enamel- 


edware Which the 13 manufactur- 
ers had expected to release to 
dealers began to take on the aspect 
of a mirage. 


Go Ahead Anyhow 


Under these circumstances, most 
cooperative campaigns would have 
folded quietly, accompanied by a 
euphonious announcement _ that 
the “campaign has been post- 
poned.” What makes this story dif- 
Leant is that the $1,000,000 three- 
year campaign will go right on. 
Some of its aspects will be 
changed, and some of its promo- 
tional phases will be postponed, 
but Mr. Hunter and his 13 manu- 
facturers are more determined 
than ever to carry out their orig- 
inal plans, and to do the best pro- 
motional job they can for their 
products. 

The 13 manufacturers of enam- 
eledware kitchen utensils and 
similar items who are members of 
the advertising group are Belmont 
Stamping & Enameling; Canton 
Stamping & Enameling; Colum- 
bian Enameling & Stamping; Crun- 
den Martin Mfg. Company; Fed- 
eral Enameling & Stamping; 
Fletcher Enamel; Jones Metal 
Products; Lisk-Savory Corpora- 
tion; Moore Enameling & Mfg. 
Company; National Enameling & 
Stamping; Republic Stamping & 
Enameling; Strong Mfg. Company, 
and United States Stamping Com- 
pany. 


Little Individual Advertising 


Most of these have done more 
or less advertising of enameled- 
ware throughout the years, but 
none of them has been a major 
advertiser, with the possible ex- 
ception of National, which has 
pushed its Nesco roasters and other 
specialty products, but has given 
little promotion to the standard 
items in its line. 

Volrath and Polarware, un- 
doubtedly among the best-known 
lines of enameled kitchenware, 
and two companies whose prod- 
ucts are less well known to the 
public, are members of the utensil 
council, but are not participating 
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in the advertising plan. 

The manufacturers’ council has 
been in existence for about 15 
years, and under Mr. Hunter’s di- 
rection, has rendered important 
service to the industry. The three- 
year promotional campaign, which 
is built squarely on a vastly im- 
proved product and an official seal 
which will be cautiously handled 
to assure quality, is designed to 
win a larger place in the kitchen- 
ware field for enameledware, 
which has been fighting a losing 
battle in recent years with alumi- 
num and glass. 


How Sales Have Run 


Latest available census figures 
show a production of about $15.8 
million for vitreous enamel cook- 
ing and other household ware in 
1939, compared with a production 
of $18.7 million for the same prod- 
ucts in 1937. In hospital ware, an 
important segment of the market, 
the 1939 figure was $758,000, the 
1937 figure $902,000. 

In contrast, glass cooking and 
ovenware production (including a 
substantial amount of non-kit- 
chenware products) rose from 
$14.6 million in 1937 to $19 million 
in 1939, while kitchen, hospital 
and household aluminumware 
continued to dominate the field, 
although its value decreased from 
$36.7° million in 1937 to $34.7 mil- 
lion in 1939. Since then, alumi- 
num and enamel have been off the 
market, for all practical purposes, 
leaving the field to glass, which is 
assumed by the field to have 
doubled its volume in the inter- 
vening years. 


Planned Two Promotions 


Stamped aluminum and enam- 
eled kitchenware parallel each 
other in prices, usually selling in 
four retail ranges from about 39c 
to $1.75, while glass prices start 
higher and go further up the scale, 
and cast aluminum ranges still 
higher. 

Initial promotion plans for the 
group called for a strong schedule 
of color ads in women’s maga- 
zines, home economist, hospital 
and nursing publications and trade 
publications, as well as two sea- 
sonal nationwide promotions—one 
in April-May with spots on 84 sta- 
tions, and the other in September- 
October, headlined by a full page 
in The American Weekly. Both 
promotions were to be tied up 
with complete full-color point of 
sale material in retail stores. 

Now the spring promotion has 
been called off, because initial 
stocks will probably not reach re- 
tailers until about April 1, and 
there is no likelihood that there 
will be sufficient quantities to per- 
mit promotion. The fall promo- 
tion, tentatively shelved, will 


announces 
March |, 


sentatives 


field will be 


NEW YORK 
PHILADELPHIA 


Jersey Obserbver 


HUDSON COUNTY, N. J. 
Offices: 
Jersey City — Hoboken — Union City 
that effective 
1945, their repre- 


in the national 


GILMAN, NICOLL &« RUTHMAN 


BOSTON 


CHICAGO 
SAN FRANCISCO 


If 


‘the University of Illinois, 


new responsibilities. 


probably be carried through if the| new 


supply situation permits. 
Magazine Ads to Run 


But the magazine advertising | 


will start with half pages in color | 
in the March issues of Woman’s | 
Home Companion and True Story, 
and full-color pages in April Mc- 
Call’s and Woman’s Day. The 
original magazine schedule, which 
also includes Parents’ Magazine, 
will be carried out without change, 
and will be extended to take the 
place of the seasonal promotions, 
if space can be secured, The cam- 
paigns in hospital, nursing, home 
economics and trade publications 
will be run without change. 

All of the advertising is tied to 
a uniform seal, identifying the ad- 
vertised products as “porcelain- 
on-steel,’”’ and large reproductions 
of the seal will feature every ad, 
as well as every product turned 
out under the plan. 

Utensils featured under the 
“New, Improved Porcelain - on - 
Steel” seal are the result of four 
years of laboratory work under- 
written by the manufacturers at 
noted 
for its ceramics staff, from which 


manufacturing 
|have been developed which are 
| said to improve the quality of, 
| enameledw are greatly. 
“Revolutionary successes have | 
| been achieved in improving resist- 
ance to shocks of impact and tem- 
|perature changes, resulting in 
| greatly increased durability,” the 
| manufacturers say, which means 
that its resistance to chipping—a 
verboten word in the industry— 
has been greatly increased. “Even 


edged for its resistance to food 
acids and staining, further im- 
provements have been made, so 
that it is now even easier to clean 
and keep its original newness 
longer. 

A wealth of colorful and in- 
formative tie-in material will also 
be used, including counter dis- 
plays, banners and booklets, as 
well as leaflets which individual 
manufacturers will pack with their 
products, to explain what enam- 
eledware is and its advantages. 
Display material from the group 
will go to about 31,000 retailers 
March 1, and this will be supple- 
mented from time to time with 
material issued individually by 


techniques | 


in enameledware long acknowl- | 


the 13 manufacturers included in 
the program. 

The advertising group intends to 
|maintain careful policing of the 
products which bear the group 
|seal, and not all items turned out 
|by the cooperating manufacturers 
will meet the standards set. It is 
expected that from 70 to 80% of 
the production of cooperating 
manufacturers will run good 
enough to bear the label. 


Believe Enamel Is Paint 


One of the problems which the 
group has discovered it will have 
to overcome is a surprising lack 
of knowledge of what enameled- 
ware is, despite the fact that it is 
the oldest type of kitchen equip- 
ment in general use. Four con- 
sumer studies have shown that 
from 49 to 65% of the women said 
they do not know what enameled- 
ware is made of, and half of those 
who said they did know gave the 
wrong answers. In one study 45% 
expressed the opinion that the 
enamel coating was paint—a 
strange example of how the paint 
industry has managed to appro- 
priate a term which it borrowed 


from the ceramics field. 


«Fit yourself for more wares soos ‘eanencmaga le 


THEY'RE MOVING ME 


TO THE FRONT 
OFFICE, JACK. 


YOU'LL HAVE TO DO 


A TWO-MAN 
JOB NOW. 


Send for this free book 


YOUR COMPANY WILL NEED everything 
war year. 
overworked executives. 


Hammermill’s just-published idea-book, 


to Executive Success.” 
get started. 


| and click for your firm and for 


It gives you, not just advice, but a definite, step-by- 
used successfully by 
yourself for the more important job where you'll be 
coupon. 


step plan — 


needed. Just mail the 
salesman will call. 


> Use and choose paper wisely. 
Choose dependable Hammermill Bond for letterheads and forms. 

Even today, its quality is still safeguarded by the most exacting 
laboratory tests in papermaking. 


Companion papers for office use include 


LOOK FOR THE WATERMARK --- 


you've got this fourth 


It will be a year of change, adjustments, 
Fit yourself for added duties, 
Go in training to do your share. 


“Pathway 


may be just what you need to 
It puts in your hands a simple program 
_for sizing up your present job, relating it to the com- 
pany’s needs, crystallizing your ideas so they'll work 


yourself. 


others — for fitting 


No 


No obligation. 


idea-book ‘‘Pathway t 


Name 


Position 


It is a critical war material. 


IT 1S HAMMERMILL’S WORD OF HONOR TO THE PUBLIC 


Hammermill Paper Co 


BUY WAR BONDS AND KEEP THEM 


Erie, Pa 


| — =) 
Please send me free a copy of the Hammermill beviely 4 
»a-book ‘Pz yay to Executive Success.” ah > 


{to 
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Right there in The CHICAGO TIMES, they have 
just found word from their fighting son and 


brother, Joe. 


His message appears in “G. L-GRAMS”—a daily 
feature presenting cabled communications from 
local boys at the battle fronts to their home folks. 


This is a free service which staff war correspond- 


CHICAGO'S MODERN 


‘THE 


Ye 


ents make available to Chicago service men 
wherever they meet them overseas. 

This is just one of many reasons why Chicago 
families like this have learned to turn to The 
TIMES. More than 430,000 buy it every day. 


More than 100,000 have it delivered directly to 
their home—the largest evening home delivered 
circulation in the city. 
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WHAT'S Act. THAT 
TALKING GOING ON 
in THE KITGHEN ¥ 


, cin : PREIS 
[er THANKS TO THAT |... AND BiL—1 TOLL 

| TEA, KIDS, Le a cot 1% THE CHEAPEST sevenace 

+A SWELL: TM te, NEXT TO WATER and . iTS EASY aaa 


| | ROW NOW THAT ANY G4RL. THINKING 
On iTS Privy of NS » » ise 
pb FOR ME 2 
a ; 


LOOK AT YOUR DAL 
THAT TEA CERTAINLY 
PREPPED iM 

» 


A. ALWAYS USE BUBLLING 
. BOWLING WATER AND 
POUR IT ON. TEA. 
» ALWAYS USE GOOD BLACK 


So Colonfud So Easy pg AND 


WITH MORE DURABILITY THAN EVER BEFORE! 


——— 


THANKS, 
MOTHER. 1 
ALREADY 

TOLD HER. 


seek 


PLUS ONE FOR THE POT 
. STEEP TO-ANY STRENGTH 
DESIRED (MOST PEOPLE 
WHO USE CREAM OR 
WILK PREFER A 
G-AUNLITE BREW.) 
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EA FOR PEP—In its first consumer copy in three years (AA, Jan. 8), the Tea Bureau, New York, is running comic-strip in- 
sertions in 21 Sunday newspapers to prove that “tea peps you up!" William Esty & Co., New York, handles the account. 
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Look for the Seal... 
YOUR ASSURANCE OF GUALITY 
Monvtacturcd by 


on Se 


SEAL EMPHASIZED—Magazine copy such as this color page, scheduled by 

the Enameledware Utensil Mfrs. Advertising Group, calls attention to the 

official registered seal at the bottom of the ad, which identifies the products 
manufactured by the companies in the group. (Story on Page |.) 


PORKER PROMOTES RIVAL—To emphasize the round-end Prolon used in FOR MAY 13—The National Commit- 
Pro-phy-lac-tic tooth brushes, Pro-Phy-Lac-Tic Brush Co., Florence, Mass., is tee on the Observance of Mother's Day 
using “Peter Porker,” former provider of bristles, as a sandwich man in its has released this full-color, official pos- 
current window display campaign. Lambert & Feasley, New York, is the ter, the work of Hayden Hayden, for 
agency, and Einson-Freeman Co. produced the display. retailers’ Mother's Day promotion. 


DAVIS WON'T TOLERATE 


i BROMIDROSIS! 
. 
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. oo y . eh rd 
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-~ 
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‘ oe, 7 Boot odurs are the bane of chiropeddy— but it's 
F ‘ie pert Necessary to resort to a deving belmet. Davis 
7 + o » should fullow the exasople of the many chiropo 
¥ dists whe combat adors by applying MUM to 
e 4 the feet of patients before starting treatment 
= 
a MLM does oot imerfere with normal sweat 
t o gland acovety, Hose can be replaced iaomediately 


after sts use because MUM is greaseless and will 


woort- wer nele 
i? RRIATO MYERS COMPANY 


e at ; ‘IM PARACHUTE COLORS <<, M U M 
‘ ce , Rs <4 


- tokes the odor @ut of stale perspiretion 


. THE WORD FOR IT—Bromidrosis is 
a advertising's newest "disease," which 
Bristol-Myers Co., New York, is fea- RED CROSS SUPPORT—Hawaiian Pineapple Co., San Francisco, has sched- 
turing in medical journal advertising uled this four-color page (said to be the first donated to the coming drive) 
for Mum. Murray Breese Associates, in American Home, Better Homes & Gardens, Good Housekeeping and 
Inc., New York, handles the company's Woman's Home Companion to back the Red Cross campaign. N. W. Ayer 
professional and trade advertising. & Sons, San Francisco, is the agency. . 
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wr, (Sd, by Cote of Cutifereia, Inc, Las Angeles It 


ART ‘E NOTE—Cole of California, Inc., Los Angeles, manufacturer of 
og °s, beach and sportswear, is currently advertising its Swoon-Glo HELP WANTED—Coincidence or not, these two boards are helping each other attract attention outside Monsanto Chemi- 
"™ su is “in parachute colors." Logan & Arnold, Los Angeles, is the agency. cal Co.'s Merrimac plant at Everett, Mass. a 
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| Sor Consolation _ 
Sor Strength - Co Give Chanks 
| Accept the Welrome 

Of the House of God 


f 
It is on this theme of welcome, which keynotes the call to 


worship by churches throughout the world, that The Chicago 


Sun's Saturday Church Page is edited and published. For 


The enthusiastic endorsement by Chicago’s churches of 
The Chicago Sun—of its Church Page and Directory— 
is evidenced by the fact that The Sun has—every 
year for the past three years of the Sun’s 
establishment—carried more church announcements and 
more church linage than all other Chicago newspapers com- 
bined! For churches discovered, just as scores of 
Sun advertisers, that Sun readers—a tremendous market 


of unduplicated-morning-paper-readers—are a 
receptive, loyal and responsive audience! 
These facts are significant for advertisers who want to 
sell in the Chicago market. When thinking of 
Chicago—remember that: 


1. You need the exclusive morning audience of responsive 
Sun readers in any newspaper combination to do a 
complete selling job in Chicago. 


2. With The Sun alone, you can make a tremendous impact 
against America’s No. 2 market . . . with a relatively 


small investment. 


400 West Madison St., Chicago 6, Ill. 
250 Park Avenue, New York 17, N.Y. 


CHICAGO’s MORNING 


NATIONAL 
ATLANTA 


REPRESENTATIVES: 
CHARLOTTE 


THE BRANHAM COMPANY, CHICAGO: 
DALLAS © DETROIT © KANSAS CITY 


Cleonte / 


The Sun’s Church Page is welcomed— by thousands of readers, 
and by churches, theological seminaries and all religious 
institutions —for its comprehensive coverage of all important 
news in the world of religion. 

Focal interest of The Sun’s Church Page is the Church 
Directory, wherein scores of churches of all denominations in 
ihe Chicago area are able to extend an invitation to worship 
. . « reaching thousands of churchgoers in a dignified and 
effective manner with the announcement of their program— 


at a cost far less than would be possible in any other way. 
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